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M OST every newspaper publisher and 
editor, who amounts to anything 
at all, reads Printers’ Ink. 


* * + 


In every issue of the Little School- 
master appear interviews, opinions and 
suggestions which have a solid, direct 
bearing upon the promotion of news- 
paper advertising. 


* * * 


There is in each issue enough choice 
matter of this sort that is suitable for 
any newspaper, class and trade paper 
to make brief extracts or reprints which 
would have a direct influence to in- 
crease or stimulate a _ publication's 
advertising patronage. 


* * * 


Read Printers’ Inx carefully, Mr. 
Publisher, cull just what you choose, 
give the Little Schoolmaster modestly 
credit, put the matter on your editorial 
page, and you will have reprinted not 
only interesting but decidedly profitable 
matter for yourself. To make it really 
profitable—continuity of the plan is 
essential. 
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ADVERTISING AGENCIES OF 
NEW YORK. 





III. 


The importance or non-impor- 
tance of any advertising agency 
in New York city is wholly rela- 
tive, depending upon the class of 
business it places. The publisher 
of a daily paper in a city of 100,- 
000 people, for example, will prob- 
ably learn to attach great weight 
to such names as Ayer, Morse and 
Derrick, for these concerns place 
large quantities of newspaper ad- 
vertising in every corner of the 
land. The publisher of a monthly 
magazine would not be likely to 
take the name of J. Walter 
Thompson in vain. The advertis- 
ing manager of a New York daily, 
however, has a viewpoint all .his 
own when advertising agencies are 
considered. He regards the best- 
known general agencies as second- 
ary sources of business, and 
assiduously cultivates concerns 
whose names are quite unknown 
a mile or two from Park Row. 

To certain of the dailies of 
Manhattan the most profitable 
business is financial and legal ad- 
vertising—the publicity of banks, 
trust companies, brokers and cor- 
porations. In point of volume the 
Times is first in this field. Tis 
advertising consists of statements, 
reports, notices of dividends and 
the formal announcements regular- 
ly printed in the papers by many 
financial concerns. The agencies 
handling the bulk of this adver- 


tising are a part of Wall Street” 


rather than of the world of adver- 
tising. Some of them combine 
with their advertising service a 
bureau for furnisning financial 
news to New York and out-of- 
town newspapers. The _ largest 
firm is said to be Albert Frank & 
Co., 25 Broad street, while among 
others of importance are the Bos- 
ton News Bureau, 44 Broad 
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street; the Manhattan Advertis- 
ing Agency, 116 Broad street, and 
the Securities Advertising Agen- 
cy, 44 Broad street. The New 
York office of the Pettingill agen- 
cy also places considerable quan- 
tities of financial and legal adver- 
tising, while in the Tribune Build- 
ing is the Lawyers’ Advertising 
Agency, whicn places little else 
than legal business. Financial 
ads are usually small, but they 
run regularly and are seldom 
changed, so that agencies handling 
them earn very good commissions. 
A number of corporations and 
banks place: direct, regarding the 
use of an agency as somewhat un- 
dignified. As these are of the 
type who never change copy, the 
business would be in the nature 
of a sinecure to an agent fortunate 
enough to obtain it. 

Since the era of prosperity be- 
gan a few years ago a new kind 
of financial, or pseudo-financial 
advertising has come to be an im- 
portant factor with New York 
publishers. This consists of the 
large, optimistic announcements of 
investment, mining, plantation and 
similar companies that have stock 
to sell. Cynical solicitors have 
dubbed publicity “gold brick fi- 
nancial advertising.” Some of 
the business offered is legitimate 
enough to find a place in the most 
conservative dailies, but a greater 
volume is so questionable that the 
least scrupulous publisher dare 
not accept it. The Herald prints 
a greater volume of this invest- 
ment advertising than any other 
New York daily, it is said. Ad- 
vertisers of this class seem to 
favor the Sunday papers, and with 
some publishers the rule seems to 
be that laid down by a special 
agent—“So long as the mine or 
rubber plantation is far enough 
from New York to defy investiga- 
tion they take the ad.” Much of 
the better sort of investment ad- 
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vertising is handled by Wm. A. 
Moll, 41 Park Row, and F. C. 
Smith, Times Building. That of 
the “scheme” sort pure and sim- 
ple is usually offered direct. 
Classified advertising is a form 
of publicity given little attention 
by large agents, but to New York 
papers it is a profitable kind of 
business. The income of the 
World from want ads has been 
guessed at $1,000,000 yearly, and 
that. of the Herald at $1,500,000. 
A man well informed on want ads 
is of the opinion that only fifteen 
or twenty per cent of this adver- 
tising is handed over the counters 
of the papers or their branch of- 


fices. The rest comes through 
agencies and agents of many 
kinds. There are five hundred 


sub-telegraph stations in Greater 
New York, each of which accept 
want ads for any paper, while of 
small “agencies” in cigar stores, 
drug stores, newsstand and other 
establishments there are many 
hundreds more. This business is 
usually carried on as a side branch 
of a retail shop, but there are 
several agencies handling amusc- 
ment or legal advertising that also 
place classified ads. It is not only 
a profitable line of business for 
the papers, but for the agent as 
well. One man is reputed to make 
$16,000 yearly from classified ad- 
vertising alone. Commissions 
range from five to sixty-five per 
cent. The general practice is to 
pay a commission on each ad, the 
average rate being ten cents on 
ads that average, roughly, twenty- 
five cents each, gross, to the news- 
papers. This is equal to forty 
per cent commission. Most of 
these agents pay for the day’s 
business over the counter of the 
paper, being too small to have 
credit. Want ad business is near- 
ly all cash, which makes the chief 
factor of desirability. The World 
and Herald are unquestionably the 
papers preferred by people who 
have wants, and though there have 
been many costly attempts to di- 
vert the business to other papers, 
they have always been unsuccess- 
ful. A New York business man- 
ager holds that each want ad in 
a paper like the World or Herald 
is as good as one hundred readers 





who would not have bought the 
paper for its news. 

The business of the department 
stores is placed direct, as a rule, 
as well as the advertising of 
smaller retail establishments. 
Some of it comes through agen- 
cies, however. Scattered through 
the metropolis are small agents 
who handle one or two accounts 
for retailers, frequently aggregat- 
ing less than $100 weekly. Other 
agents of greater magnitude handle 
a class of semi-local advertising, 
such as Knox’s hats. Tie Gran- 
nis Advertising Agency, 174 Fifth 
avenue, places considerable local 
display advertising, as does the 
Amsterdam Advertising Agency, 
3 Park Place. Each of those con- 
cerns maintains a printing office 
and is known for the production 
of excellent type ads. The Jules 
P. Storm Agency, 189 Broadway, 
places business for some of the 
smaller dry goods stores, and also 
handles real estate and classified 
business. W. H. H. Hull & Co., 
Tribune Building, place the Hack- 
ett, Carhart & Co. and other retail 
accounts. W. W. Sharpe & Co., 
Bennett Building, handle steam- 
boat ads for some of the Hudson 
River and Long Island Sound 
lines, and also general business. 
Whiskey and champagne publicity 
come largely through the office of 
N. W. Keane, Bennett Building. 
The Hicks Agency, 132 Nassau 
street, places tourist and ocean 
transportation business. Book ad- 
vertisements and publishers’ an- 
nouncements are handled by J. 
Walter Thompson and Geo. Bat- 
ten & Co., and the latter concern, 
with the Hampton, Presbrey and 
Pettingill agencies, have the repu- 
tation of leading in the general 
business that comes to New York 
dailies. From Chicago comes a 
very respectable volume of general 
advertising which is placed almost 
exclusively through the New York 
offices of Lord & Thomas and 
Chas. H. Fuller. 

Amusement advertising is not 
particularly conspicuous in the 
mass of information printed in a 
New York daily, and would ap- 
pear to be an unproductive class 
of publicity. It was recently esti- 
mated, however, that the forty- 
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and-odd theatres of New York 
and Brooklyn, together with the 
occasional amusements that are 
continually appearing in such places 
as Madison Square Garden and 
Coney Island, bring in a round 
million dollars yearly. Amuse- 
ment advertising is placed by sev- 
era! agencies, but usually in con- 
nection with some other line, as 
classified or legal publicity. L. J. 
Finch, 1364 Broadway, is one of 
the most important agencies, while 
others are the Allen Agency, 617 
Sixth avenue; the American Ad- 
vertising Agency, 53 West Twen- 
ty-fourth street; Jacob Miller & 
Co., and the M. Volkmann Agen- 
cy, Times Building. With the ex- 
ception of the latter these agencies 
all handle classified advertising on 
a large scale. 

The sources through which a 
New York daily paper secures its 
advertising are a perfect maze— 
an advertising world in them- 
selves, not only larger than tnat 
canvassed by the average out-of- 
town publisher, but quite different 
from his, and almost unknown to 
him. There is an organization 
called the Publishers’ Association 
of New Yory City, which includes 
every daily paper in New York 
save one or two. W. C. Bryant, 
in the Potter Building, is sec- 
retary, and at intervals the as- 
sociation issues official lists of 
agents who are entitled to the 
commission from city newspapers. 
These lists comprise several pages 
of closely set names, and give 
some notion of the number of per- 
sons who live wholly or partly 
through New York city advertis- 
ing, or attempt to do so. Some 
papers are known to adhere rigid- 
ly to this list in granting the com- 
mission, the chief purpose of the 
association being to prevent the 
payment of commissions to those 
who place direct. Others, it is 
said, are not so scrupulous, but 
pay commissions to anyone who 
brings business. 

Mr. R. J. SHANNON, special rep- 
resentative, 150 Nassau street, New 
York city, has added to his list 
the Galesburg, Ill, Mail, The 
Galesburg Mail is a paper entitled 
to the Roll of Honor. 
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The fact that 


The 


Chicage Record-Herald 


Gained 
707 
Columns 


the first seven months of 
this year as compared with 
the corresponding period in 
1902, while its nearest com- 
petitor lost 619columns, cov- 
ering the same period, means 
this : That many new adver- 
tisers are cs the 2 
ence to CAGO 
ao ag HERALD over 
other Chicago newspapers, 
and that the old ohvections 
have found it profitable to 
increase their space in its 
columns. 
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CLEAN ADVERTISING. 





The practice of refusing certain 
objectionable forms of advertising 
is not at all new among publish- 
ers. A ban has been put upon 
doubtful announcements any time 
these ten years past by the aver- 
age magazine, while even the 
cheapest mail order journals can- 
not undertake to print every kind 
of advertising offered for their 
columns. There is something 
quite new, however, in the idea 
of making a slogan of “Clean ad- 
vertising,” telling the public about 
it, as the new proprietors of 
Everybody's Magazine have done. 
In the monthly talks between pub- 
lishers and readers printed at the 
back of the magazine since the 
Ridgway- Thayer Company took 
charge this “clean advertising” 
idea has been given great promi- 
nence, and has already had its 
effect on circulation. John Adams 
Thayer has long theld positive 
views about objectionable and 
fraudulent advertising. Last win- 
ter he delivered an illustrated ad- 
dress on this subject before the 
Sphinx Club, with the result that 
a society was formed for the sup- 
pression of this class of publicity 
through legislation and other 
means. 

“The idea of declining objec- 
tionable advertising was first in- 
culcated in me by Mr. Cyrus Cur- 
tis, of the Ladies’ Home Journal, 
some years ago,” he says. “The 
Journal at that time was not the 
strong publication it is to-day, but 
even then its publisher took no 
fraudulent advertising, and very 
little of what is now regarded as 
objectionable.. Patent medicine 
announcements and certain other 
business was rigidly excluded. 
When I went to the Delineator, 
that publication was printing many 
columns of objectionable publicity 
in the shape of patent medicines, 
hair restorers, anti-fat cures and 
the like. With the first issue I 
began to eliminate this business. 
It took some time to clean up the 
magazine, and on single days we 
returned agents’ orders amounting 
to as much as $5,000. I believed 
in clean advertising, not only as a 
matter of morals, but as a good 


business policy, feeling sure that 
there were many advertisers who 
stayed out rather than be identi- 
fied with questionable publicity, 
This proved to be true. For 
every page of objectionable adver- 
tising declined by the Delineator 
we gained, within a year, two 
pages of clean high-grade busi- 
ness. This was due to tne adver- 
tising policy, as well as the fact 
that the magazine was gaining 
largelv in circulation, and had a 
very low rate. But the improved 
character of the advertising col- 
umns was also a great influence, 

“With the first issue of Every- 
body’s, despite the advice of some 
of our friends, we followed this 
same policy. It is already an old 
story to advertisers, but the public 
has never been interested in the 
idea of clean advertising. A 
straightforward presentation of 
the facts has won us the support 
of readers who were already op- 
posed to objectionable publicity, 
and has also secured the support 
of thousands who had never given 
the matter any thought. The 
sentiment against certain forms of 
advertising is very: pronounced. 
It is strongest among the maga- 
zine reading public—those who 
maintai1 homes and have children 
to guard against contamination. 
In three months we have turned 
down fully $5,000 worth of profit- 
able business—some of it propri- 
etary remedies and some of the 
fake financial variety. One page 
of mining stock business that we 
refused was offered for twelve in- 
sertions, amounting to $1,800. 
There was strong temptation to 
profit by this business at the out- 
set, censoring tne magazine after 
we had secured a firmer footing, 
but we thought it best to adhere 
to cleanliness and make it a pub- 
lic issue. A prominent New York 
general agent pointed out that it 
is the usual custom to begin cen- 
soring after a magazine has been 
fi-mly established, and told us that 
we would be in line for much 
business now being declined by 
two or three monthlies that are 
going througn this elimination 
process. It was a sound business 
argument, and we could have used 
the money, but our policy will un- 
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questionably be best in the long 
run. This is, shown by the fact 
that we have a sixty per cent in- 
crease of clean advertising in the 
September issue over that for 
August. In September of last 
year Everybody's ran _ twelve 
pages of advertising that we class 
as objectionable. There is also a 
gratifying increase in circulation. 
When we took the magazine from 
John Wanamaker 150,000 copies 
were being printed monthly, of 
which about 15,000 were returns. 
In June we printed 150,000 and re- 
duced the returns to 3,056. Of 
the July issue 160,000 copies were 
printed, and the entire edition was 
sold out within one week after 
publication. Of the August num- 
ber 175,000 copies were printed, 
end ten days after it appeared on 
the stands the thirty-four branches 
of the American News Company 
had not a single copy to supply 
any of their agents. Of the Sep- 
tember issue 215,000 copies are be- 
ing printed, and unless all signs 
fail it will take 225,000 to 250,000 
copies f the October issue to sup- 
ply the demand. This increase is 
also due largely to the change in 
the magazine’s editorial policy. 
The first issue under our man- 
agement we increased the size 
from 96 to 144 pages. We have 
added new departments, used more 
illustrations, and ‘have originated 
a new idea in striking covers, 
which materially help sales. The 
cover unquestionably attracts on 
the newsstands, and if the maga- 
zine itself pleases, the purchaser 
becomes a regular reader. Every- 
body’s has taken timeliness for 
its keynote. We endeavor to 
have one or two subjects that are 
uppermost in the newspapers, and 
have scored several _ striking 
‘beats’ in our four months’ career. 
The first was an article on 
Thomas Wallace Russell and the 
Irish Land Bill, in June, when 
everyone was talking of the new 
era for Ireland. On the day that 
Pope Leo died we were on the 
newsstands, two days ahead of 
time, with an article about ‘The 
Pope’s Successor,’ written “by F. 
Marion Crawford. This was so 
important that the New York 


_ Herald and American reprinted 


parts of the article with our per- 
riission, giving us full credit. 
This month one of the chief topics 
of interest is the school of jour- 
nalism founded by Joseph Pulitz- 
er. In our September issue is an 
article entitled ‘Joseph Pulitzer, 
the Man Who Revolutionized 
American Journalism.’ Our de- 
partment of comment on timely 
topics, “With the Procession,’ is 
proving a strong attraction. It is 
bright and authoritative, and com- 
pares well with matter of the same 
class published in the best reviews. 
How well Everybody’s is catch- 
ing on is shown by the increase 
of 75,000 copies in the middle of 
summer when circulations almost 
invariably fall off.” 

For a time persons who thought 
they knew something of the com- 
petition in the magazine field con- 
sidered it hazardous, at the least, 
tu give up an assured position and 
large income for an uncertainty. 
Mr. Thayer is not disposed to re- 
gard the ten-cent magazine field 
as overcrowded, however, and says 
that competition is not so keen as 
among higher priced monthlies. 
The public will buy more ten-cent 
monthlies, and he reckons that 
only a few magazines published 
zt this price are really filling the 
legitimate field. ° 

“I know of no reason why a 
ten-cent general magazine should 
not reach a circulation of one mil- 
lion copies,” he says. “The mil- 
lion mark has been‘ reached by 
two publications that circulate 
among women—the Ladies’ Home 
Journal and Woman’s Magazine, 
The Delineator will soon pass this 
mark. Everybody’s is read by 
men and women, and it is a con- 
setvative prediction to say that it 
will attain the coveted million 
mark.” 

—~+oo>—____ 

ComMMON sense backed by ener- 

gy will achieve more than much 


money. 
———_+o+ 


THE business you do _ to-da 
ought to help increase your busi- 
ness for to-morrow. 

———~~~o—___—_ 

Every business has some good 
points. These points, if constant- 
ly advertised, will bring business. 
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ADVERTISING FOR FIRE 
INSURANCE AGENTS. 


While life insurance companies 
and their agents are being urged 
to reform their advertising, mak- 
ing it more explicit and humanely 
interesting, a seasonable word on 
advertising ought to be directed 
to fire insurance corporations and 
their representatives. Here is a 
field of business in which very 
littke modern publicity is used. 
The local agents of fire companies 
sometimes buy space in their home 
papers, and they also seem fair- 
ly susceptible to the attacks of 
program schemers. Suca space is 
usually filled with a formal busi- 
ness card, however. The Little 
Schoolmaster does not recall a 
single instance of fire insurance 
advertising that was modern and 
alive. The local agent is better 
able to advertise for business 
than the company itself, perhaps— 
certainly he is the one who must 
look after results. Ordinarily he 
is active in soliciting, and ‘nas fa- 


cilities as good as a life insur-, 


ance agent for securing business 
wherever an inquiry crops up. 
Advertising ought to be conspicu- 
ously successful with so good a 
follow-up organization to back it. 
Business. men are fairly careful in 
keeping their property insured 
against fire, and advertising for 
risks of tnis nature would be 
largely competitive. But there 
is a wide field for active 
advertising to secure new busi- 
ness in the shape of small 
risks on household furniture. 
This business is often too small 
to pay for personal solicitation, 
particularly in cities. Judicious 
advertising would bring it in at 
a cost low enough to leave a hand- 
some profit. Newspaper advertis- 
ing in local papers is the medium 
that would pay best, without 
doubt. Announcements should be 
regular, and consist of brief talks 
on insurance. Small spaces could 
be. made effective. Cost is a 
prime consideration with the class 
of people the agent wishes to 
reach, and rates for risks on 
household goods should be quoted. 
Exact figures are out of the ques- 
tion, perhaps, but approximate 
premiums could be so quoted as 
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to give an idea of ultimate cost, 
Next to rates would come assur- 
ances of the strength of compan- 


ies represented by the agent. 
Some of tne old companies like 


the Sun, of London, England, 
have been in business more than 
two centuries. Their histories 


would furnish interesting material, 
The difference between insurance 
companies proper and mutual com- 
panies should be explained. Office 
news would also furnish material, 
When an important risk is placed 
the fact could be treated in an ad. 
If there were no objection on the 
part of the insured party it migit 
be interesting to tell how the risk 
was divided. When losses are 
paid the fact could also be made 
advertising news. Not every per- 
son knows that fire insurance is 
payable even when the policy has 
been lost or burned. This would 
furnish another advertising theme. 
Security and peace of mind are 
other themes, and a_ judicious 
mixture of “scare,” of the same 
nature as that used in safety de- 
posit advertising, would prove ef- 
fective. A fire insurance agent 
has a decidedly valuable com- 
modity to sell. There are many 
persons in his community who do 
not insure because the advantages 
of insurance or the danger of fire 
losses are never vividly brought 
to their attention. Newspaper ad- 
vertising along the lines indicated, 
supplemented by literature of the 
same sort would bring the need 
for insurance ‘aome to such per- 
sons, 








ANOTHER CASE OF SUBSTITUTION. 
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A. W. LEE, President, E. P. ADLER, Secretary, 
Ottumwa, lowa. Davenport, lowa 
Davenport Times. ‘ 
Population, 40,00 The Lee Syndicate 
aa of 


Ottumwa Courier. ° 
roraaee.20n” TOWa Evening Newspapers 


; a OFFICE OF 
Muscatine Journal. E. P. ADLER, Adv. Mgr. 


Population, 15,000. 


Davenport, lowa. 


August 15, 1903. 
Editor Printers' Ink, 


10 Spruce St., 
New York City. 
Dear Sir: 

I am happy to report almost imme- 
diate results from your Roll of Honor. 
The first issue containing advertisement 
of Davenport Times had just reached my 
desk on Thursday, and on Friday a gentle- 
man came into the office to make an 
advertising contract:for a large Eastern 
drug firm. One-of the first things he 
wanted to know was whether the Times was 
in Printers' Ink Roll of Honor, and I 
was happy to say ‘‘yes.'' I got the con- 
tract, not only for the Times, but also 
for the Muscatine Journal. 

Yours truly, 


ane + ay 2° eee 





NOTICE :—The advertising of all the Lee Syndicate New: rs is conducted from 
Davenport, and all uests for rates, etc., should made to E. P. Adler, 
Advertising Manager. Sample copies and sworn detailed circulation state- 
ments furnished cheerfully on request. 
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THE BENZIGER LIST. 


The house of Benziger Brothers 
is the largest in the world engaged 
in the manufacture and sale of 
church ornaments, vestments and 
religious articles for the Roman 
Catholic denomination. It bears 
the title of “Printers to the Holy 
Apostolic See” and carries on an 
extensive business in publishing 
text books for use in parochial 
schools, works for the clergy, and 
fiction of a semi-religious nature. 
The main house at Einseideln, 
Switzerland, was founded in 1792. 
European branches are maintained 
at 2 al and Waldshut, Ger- 
many, and at Paris. In the 
United States the central office is 
at 36 Barclay street, New York. 
It was established in 1853. There 
are also larger branches in Cnhi- 
cago and Cincinnati, and one in 
the City of Mexico. As a part 
of its machinery for reaching the 
people who buy its goods the firm 
has built up a list of publications 
which now comprises a monthly 
magazine, a semi-monthly, a Ger- 
man weekly, three quarterlies and 
eight annuals. Following tine 
conservative policy of an old 
European business house, these 
have never been opened to the 
general advertising public until 
within the past year, nor have 
modern methods of circulation 
building been employed in their 
promotion. As a _ consequence 
they reach a clientele that is sub- 
stantial, and form a list about 
which the advertising public ought 
to be informed. 

Bensziger’s Magazine, a clean, 
bright monthly of forty-eight 
pages, well illustrated and edited, 
is one of the leaders among the 
very few Roman Catholic month- 
lies of a general magazine nature. 
It is credited with a circulation of 
28.479 in the last directory, and 
stands second in its class only to 
PDonahue’s Magazine, published in 
Boston. There is no newsstand 
circulation. It is publisned ia 
New York. circulates exclusively 
in the United States, and is five 
years old. 

Wahrheits-Freund (Friend of 
Truth) is the oldest Catholic Ger- 
man weekly in the United States, 
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and has. been published continu- 
ously for sixty-six years at Cin- 
cinnati. A clean eight-page news- 
paper, it prints domestic and for- 
eign summaries of general news, 
Catholic news, special correspond- 
ence from Rome, fashions, agri- 
cultural information and like mat- 
ter. Its circulation is confined 
chiefly to Ohio and Pennsylvania, 
witn a scattered clientele through- 
out the West. The American 
Newspaper Directory accords it 
an rating (exceeding 7,500), 
but the publishers have recently 
stated that the circulation is not 
more than 6,000. Certain direc- 
tories issued by agencies had rated 
it from 10,000 to 15,000, and the 
New York office of Benziger 
Brothers was in some doubt as to 
the actual circulation. A detailed 
statement was secured from the 
Cincinnati office, and the true cir- 
culation made known—a _ case 
rather unique in publishing prac- 
tice. 

Three quarterlies have a spe- 
cialized circulation among the 
clergy, and are representative pub- 
lications in a field not any too 
well supplied with periodicals. 
The Catholic Book News, a re- 
view of all Catholic publications 
in this country and abroad, is 
said to be the only medium of 
its kind. It appears in Febru- 
ary, April, September and Novem- 


ber, and is published in New 
York. A circulation of 17,500 
copies, chiefly in the United 
States, is claimed. Ecclesiastical 


Art is published in New York, 
appearing in January, April, July 
and October. It treats gold and 
silver smithing, painting, sculpt- 
ure, embroidery, liturgy and claims 
a circulation of 10,000. Revista 
de Artes Cristianas is published 
every three months in the City of 
Mexico in Spanish, and circulates 
throughout Mexico and South 
America. In its nature it is some- 
what similar to Ecclesiastical Art. 
A circulation of 7,500 copies is 
claimed. 

Alte und Neue Welt (The Old 
and New World) is a German 
semi-monthly magazine,  thirty- 
eight years old, published at Ein- 
seideln, Switzerland. The total 
claimed circulation is 28,000 cop- 
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ies, of which about one-third is 
in the United States and the bal- 
ance in Europe. 

Annuals are in greater favor 
with Catholics than in most de- 
nominations, as they give fast and 
feast days and are really indis- 
pensable. The German is accus- 
tomed to almanacs and year books, 
retaining even a greater love for 
them than the American farmer 
for the patent medicine almanac. 
The most important of the Ben- 
ziger annuals in the general ad- 
vertiser’s eyes is the Catholic 
Home Annual, published in Eng- 
lish in New York. It is twenty 
years old, contains ninety-six 
pages, has fiction, church calen- 
dars and illustrations, and is said 
to circulate to the extent of 40,- 
o00 copies. The Little Folk’s 
Annual, in English, is published 
in New York, and goes to 10,000 
children. The Einseidler Kalen- 
der is a German annual, published 
in Switzerland. A total circula- 
tion of 83,000 copies is claimed, of 
which about 10,000 copies come 
to tne United States. Bensziger’s 
Marten-Kalender is also published 
in Switzerland, in German, and 
has a claimed circulation of 70,- 
000 copies, 20,000 on this side the 
ocean. Besides these there are the 
Almanach des Familles Chreti- 
enncs (French) with a claimed 
circulation of 52,000 in Europe and 
America; Almanaque de la Fami- 
lia Cristiana (Spanish), said to 
circulate to the extent of 20,000 
copies in the United States, Mexi- 
co and the West Indies; Alman- 
acco delle Famiglie Cristiane 
(Italian), claiming a circulation of 
52,000 copies in America and 
Europe. The Cincinnatier Hink- 
ende Bote is a German annual 
joke book which has found favor 
among the farmers of Pennsyl- 
vania and Ohio since 1840. The 
name translated means “the wood- 
en-legged messenger.” To the 
German this name is in itself a 
good joke, and the annual is filled 
with jests and quips warranted to 
wear at least a year and bringing 
much joy to those who understand 


them. A circulation of 30,000 is 
claimed. : ; 
The Roman Catholic denomi- 


nation, according to the last cen- 
sus, has 11,000,000 members, in 


charge of 94 archbishops and bish- 
ops and 12,429 priests. It owns 
10,689 churches, 3,857 parisn 
schools, seven universities, 81 
seminaries, 163 colleges for boys, 
629 academies for girls, 244 orphan 
asylums and 877 charitable institu- 
tions. 








AMONG the younger concerns 
which have quickly made a repu- 
tation in the advertising field 
is the George Ethridge Company, 
33 Union Square. This firm 
makes a specialty of illustrating 
and writing copy. It is composed 
of Joseph Gray Kitchell, Leroy 
Fairman and George Ethridge, as- 
sisted by a corps of able writers 
and artists, and is doing a large 
business, many of the important 
advertisers of America being num- 
bered among its clients. They do 
not go after placing contracts, de- 
voting their energies to the prep- 
aration of strong and original 
drawings and _ business-getting 
written matter. The methods of 
the company have brought plenty 
of work, and instead of reducing 
their working force during the 
summer it had to be doubled. 





Three tests of an 


Advertising Medium : 


The character of its readers 
The extent of its circulation 


The cleanliness of its columns 


Judged by these standards 


Tue Marit anp Express 
New Yor«k 


Stands at the top 


“ One cent buys the best!” 
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WITH ENGLISH ADVERTIS- 
ERS 





By T. Russell. 


If there is one class of business 
men who, above all others, ought 
to be good judges and enthusiastic 
advocates of newspaper advertis- 
ing, it ought to be newspaper men. 
And, indeed, when it is a question of 
any one else who needs advocacy of 
the newspaper as, after all, the bed 
rock and main basis of all publicity, 
the newspaper man is sure to be 
there with the goods. It is only 
when it is a question of advertising 
for the propagation of his own 
business that the average newspa- 
per man weakens. I had heard 
that doctors, when they are sick, 
will diet themselves, and try change 
of air, exercise and all the gamut 
of the sciences (except Christian 
Science) before they will take any 
medicine, and even when they are 
at last reduced to that disagreeable 
alternative, they get some other 
medico to prescribe for them. It 
is never their own physic tnat they 
take. “Shall we not all say to them 
this proverb: Physician, heal thy- 
self?” Will not the same proverb 
prove convincing to the newspaper 
proprietor? I venture to suggest 
a new reason why the newspaper 
man ought to use newspaper adver- 
tising for his own good, and I will 
also, and at the outset, cite the case 
of one or two periodical publica- 
tions which have used this method 
of publicity with marked success, 
not alone in the increase of circu- 
lation, but also in the other respect 
in which I want to suggest that 
newspaper advertising is good for 
newspapers. 

+ + * + 

The publications just referred to 
are Tit Bits, the Strand Magazine, 
some other papers issued by Sir 
George Newnes, and certain others 
similar in character owned else- 
where: not that these are of par- 
ticular interest to American read- 
ers, but because they illustrate a 
principle which, as I think, no one 
has yet publicly discussed. 

* + * 


The Newnes concern has always 
been a liberal newspaper advertiser. 
Sir George Newnes, or Mr. Newnes 
as he was then, treated his Tit Bits 
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in the early days exactly like any 
other line of merchandise. He 
wrote smart, well-conceived and in- 
genious advertisements, never re- 
peated, and ran them in the best- 
circulated newspapers all over the 
country. The example was ulti- 
mately copied by his rivals and 
imitators: they could not have ex- 
isted otherwise. But Tit Bits to- 
day has the top circulation of the 
crowd, just as the monthly Strand 
Magaz ine has the best circulation 
in its fiercely competitive class. But 
that isn’t all. Tit Bits and the 
Strand also have the largest 
amount of advertising patronage 
and can command rates for adver- 
tising fully up to, if not in excess 
of, their relative circulation as com- 
pared with rival publications. I 
venture to suggest that it isn’t only 
their circulation, but also their pre- 
ponderating pre-eminence as news- 
paper advertisers which gives the 
Newnes periodicals this extended 
advertising patronage and these lib- 
eral rates—rates which I am far 
from suggesting are in excess of 


value. 
* x 


Schemes, like the _Present Tit 
Bits scheme (they ‘have buried 
£500 in gold somewhere and are 
running a serial story in which the 
location is somehow indicated: the 
first man “on” is entitled to dig up 
the boodle and hold it), help sales. 
Wall advertising, railway signs, 
and the like, increase circulation. 
But I have repeatedly noticed that 
these things only indirectly, and 
through the increase of circulation 
itself, improve the advertising rev- 
enue of a_ publication, whereas 
newspaper advertising directly acts 
upon the revenue. The reason 
would be difficult to assign. But the 
fact is beyond question. Perhaps 
newspaper advertisers notice news- 
paper advertising, and because they 
believe in it for themselves rightly 
estimate that it must benefit pub- 
lications thus advertised, and so 
make them valuable to advertise in. 
Perhaps the effect is merely instinc- 
ive. But it is a fact. 

* * * 


I do not here refer to advertising 
in the technical journals of the art 
—papers of the Printers’ INK 
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stamp. The advertising of news- 
papers in the best of these is not 
merely advisable—it is essential, 
and the necessity for it requires no 
argument. I mean advertising in 
the general press, including rival 
publications. Probably a_ short- 
sighted and narrow-minded reluct- 
ance to contribute revenue to com- 
petitors is wnat makes newspaper 
men shy at this. But the latter 
should take thought. They are not 
in business for their health, but for 
business, and the most likely place 


to find business is in the place 
where business is already being 
done. 


+. a 


A funny piece of newspaper self- 
advertising happened here the 
other day. The Morning Post of 
London, the paper which Thack- 
eray dubbed with the ineffaceable 
nickname of “Jeames’s Gazette,” 
inserts what you call personal items 
on social events at a fee of a guinea 
(five dollars) an item, so that am- 
bitious West End Londoners are 
able to figure as fashionable folk 
by having their little social move- 
ments publicly recorded. The de- 
vice is paltry enough, and deserves 
only contempt. The Sun, an even- 
ing paper which has borrowed the 
catch line of its great New York 
godparent about things seen in it 
being “so,” recently attacked the 
Morning Post for this practice, and 
gave away the whole story. Next 
day every resident in the fashion- 
able part of London received a 
marked copy of tne Sun. It is 
likely that the attack raised the 
revenue of the Post. It would be 
more than interesting to know 
whether the latter knew anything 
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about it beforehand. If so, it was 
a pretty smart move. 


+. + * 


I regret to record the death last 
week of Mr. W. T. Owbridge, 
chemist, of Hull, originator and 
proprietor of Owbridge’s Lung 
Tonic, the largest seller among tne 
cough remedies here advertised. 
Mr. Owbridge was a generous and 
able newspaper advertiser, and in- 
deed used all forms of publicity 
except (I believe) house to house 
distribution. His fellow-druggists 
did not like him because he always 
stoutly adhered to the principle that 
a man who buys a thing, at whole- 
sale or at retail, has a rignt to do 
just what he likes with it, including 
the right to give it away should he 
so desire. He always steadily re- 
fused to have anything to do with 
schemes for regulating the price at 
whicn his Lung Tonic should be 
retailed. The shopkeepers cut the 
price and their mutual rivalry re- 
duced their profit on it to a vanish- 
ing point, but Mr. Owbridge, con- 
sidering this to be a matter for 
their own regulation, declined to 
interfere. The result was that 
druggists hated to sell the Lung 
Tonic: but in spite of their openly 
expressed ill-will, tne sale was 
steadily increasing when I last 
heard of it, which is more than can 
be said for certain other lung and 
cough remedies which have been 
committed by their owners to the 
principle of preventing cutting. 
There is a moral in this. 

Seaiiibac debi 
BETTER a twelve-point conception 


worked out in six-point type than 
a nonpareil idea clothed in pica. 








IN 
CIRCULATION 


both of the other evening 
effect. Never known to fail. 


Ss. B. SMITH 
30 Tribune Bldg., New York. 





LEAD Ss auvanvienel 


There must be a good reason for THE MILWAUKEE JouR- 
NAL leading everything in its field in both circulation and 
advertising. There is. THE JOURNAL gives more paid circu- 
lation at less cost than an advertiser can obtain if he employs 
pers in Milwaukee. 


Cause and 


Cc. D. BERTOLET 
705-707 Boyce Bldg., Chicago, Ill. 
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In response to the weekly ad contest now in its thirty-seventh week, 
thirty-eight advertisements were received in time for report in this issue of 
PRINTERS’ INK. The one reproduced below was deemed best of all sub. 


PEIRCE Has your son reached thé age when it is netessary to decide 


| SCHOOL 


what his lifework is to be? 
The aim of the course at Peirce School.is to prepare young 


men and women for usefulness in life ; to stimulate them by practical subjects and 
@ business methods to right thinking, nolile endeavor, and correct conduct; not simply 
he to prepare them to fill ordinary clerical positions, but to develop power, business 
& insight and skill; to acquaint them with the technique and comprehensive meaning 
ws, Of business, its usages, customs, and lawp; in short, to lay the foundation for @ suc- 
= cessful business career. 


& THE LARGEST BUSINESS SCHOOL IN THE UNITED STATES 






1818 Students Last Year. 


During the year 1902-3 there 
were 1815 students in attend- 
ance at Peirce School, being the 
largest in the history 
of the instituth Statistics show 
that this is a larger eoroliment 
than that of any other business 


Curriculum. 








Boarding Stadents. 


Students from a distance will 
be received as boarding students 
under the cate and supervision 
of the school officers, when, #0 
desired by their parents or guar- 
dians. 


The S0th Catalogue, 2 om 





school in the United States. 
Address THE DEAN, 





containing 
plete description of the echeol, wii be 
mass to any 


Peirce School, Record Building, Philadelphia, Pa. 





mitted. It was sent in by S. S, Jessups, Piermont, N. Y., and it appeared 


in the New York 7imes of August 22, 


1903. A coupon as provided in the 


conditions which govern this contest was mailed to Mr. Jessups. 





OUGHT TO BE PRODUCTIVE IF 
TACTFULLY MANAGED. 
Ward & Cadwell, Fairmont, Minne- 
sota, are using the telephone as a means 
to get the women into their store. Mr. 
Parker, manager of the dry goods de- 


partment, said: “Every town has a 
class of trade that thinks the home 
stecks are hardly good enough, and 


when they want their choicest merchan- 
dise they get aboard the train and visit 
the nearest metropolis. Several times 
in the past we have planned special 
sales in order to catch this very class 
of people—the bon ton—but have al- 
ways suffered defeat in a greater or 
less degree. Not so long ago we ar- 
ranged to have a representative of a 
Ligh class manufacturer of suits and 
waists visit our store for a short pe- 
riod. We asked him to bring a line 
of first-class goods which even the swell 
trade could not find occasion to find 
fault with. When he arrived we tele- 
phoned every woman in town whose 
trade we had had trouble in winnin 
for their best apparel. They listene 
to our agument and in nearly every 
case promised us over the telephone 
to look over the line of samples. Wo- 
men enjoy seeing nice things, and 


after we had notified them they seemed 
willing enough to pay our store a visit 
and examine what we had to show. 








The result of our efforts was to sell 
more to the bon ton trade than we 
had ever been able to at any past time. 
We attribute success to the telephone, 
as we were able to talk personally with 
the lady we wanted to visit the store 
and she could not well do otherwise 
than consent to at least see what was 
being shown. After we had them in 
the store they found it a hard proposi- 
tion to do anything else than buy if 
they were in need of garments. By 
the old way of advertising we could not 
secure an acceptance of our invitation 
to look over the line. Letters required 
physical effort to answer. Personal 
visits by us to the home of the desired 





customer were hardly possible. Sending 
clerks or errand boys does not result 
in so much effective returns. The ob- 


ject is to secure a positive acceptance 
or declination from the lady herself 
by one of the firm. The telephone 
does this in a more successful manner 
than any other plan we have ever 
tried.”—-Chicago Dry Goods Reporter. 
—~+or—_—_. 


“THEY thought he was dead, you 
know, and all the papers printed obit- 
uary notices,” 

“And then?” 

“Why, then hé turned up, and gince 
he’s read those notices he’s too proud 
to speak to any one.”—Chicago Post. 
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‘The Mimeapolis Situation 


NOT FOR ONE MONTH, BUT FOR SEVEN MONTHS. 





Comparative Statement of Advertising in the Minneapolis 
Dailies for the First Seven Months of 1903: 

Cols. Cols. 

Journal ; " 9987 | Journal, 6 issues . 9987 

Tribune, Daily only 6123 | Tribune, daily and Sunday 9358 

Journal leads Tribune by 3864 | Journal leads Tribune by 629 


(Stated in Columns of 22 inches.) 
The foregoing figures prove conclusively that The Journal is the 
recognized General Advertising Medium of Minneapolis. 





The story in figures on paid ‘*Want’’ Advertising alone is: 
Cols. Cols. 
Journal ‘ ° 1700 | Journal, 6 issues. 1696 
Tribune, daily only 1040 | Tribune, daily and Sunday 1606 


Journal leads Tribune by 660 | Journal leads Tribune by 90 





The record of the first seven months of 1903, as compared with the 
same period in 1902, in ‘‘Want” Advertising is as follows: 
Cols. 
The Journal’s excess over 1902 180 


The Tribune’s excess over 1902. _ 108 
The Journal’s excess over The Tribune 72 


The foregoing figures prove conclusively that The Journal is the 
recognized Want-Ad Medium of Minneapolis. 





The Daily Canvass which the Minneapolis Journal has been 
publishing daily for the past year sums up as follows: 


The Minneapolis Journal, out of 7,019 residences canvassed, had 
5,604 subscribers—the Evening Tribune 1,500—the Morning 
Tribune 828. 


The Minneapolis Journal, in go apartment and flat buildings can- 
vassed, had 1,310 subscribers—the Evening Tribune 203, and 
and the Morning Tribune 183. 





M. LEE STARKE, 
Manager General Advertising, 
TRIBUNE BUILDING, TRIBUNE BUILDING, 











NEW YORK. CHICAGO. 


.. 
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In April, 1903, Printers’ INK 
inaugurated a new department 
called “A Roll of Honor.” It is 
published weekly in preferred po- 
sition and contains the names of 
publications whica furnish to the 
American Newspaper Directory a 
detailed circulation statement, duly 
signed and dated, so that advertis- 
ers may know by weight and meas- 
ure what they buy when ae gone 
a contract with the paper. Those 
publishers who are entitled to a 
place in a “Roll of Honor” are 
the ones who believe in ‘honest 
dealing, who believe that cold, 
hard business shrewdness does not 
exclude the highest ethics in deal- 
ing with their fellow-men: Hon- 
esty. 

« * * 

The Roll of Honor has such 
virtues, and such advantages for 
those who are entitled to a place 
in it, that it received from the start 
an unanimous indorsement from 
publishers, advertisers and special 
representatives. 

* * * 

The “Roll of Honor” is a 
clftice service for those who are 
entitled to it by reason of its al- 
most nominal expense. Another 
advantage is the fact that a pub- 
lisher entitled to a place in it may 
state for a month or a quarter just 
past how much his circulation ‘nas 
gained during such a period. 

The specific conditions under 
which this may be done are simple 
and easy to comply with, viz.: 

Any publisher who is entitled to an 
announcement under the caption “A 
Roll of Honor” and desires to state 
therein what his average circulation for 
a month or quarter just passed has been, 
may do an, poossaee he hands in a state- 
ment in detail, properly signed and 
dated, covering the oeried, and made in 
accordance with the rules of the Amer- 
ican Newspaper Directory. Such _addi- 
tion to appear in italics, immediately 
following the Directory page reference 
number. Additional space occupied to 
be paid for at the regular rates, twenty 
cents per line. 

EXAMPLE: 
PENNS 

Philadelphia, The Evening Bu . ex. 8. 
Average for 1902, ae 180,489 (864). Copies 
net paid. Average for first four months of 1903, 
sworn, 140,664 net paid, 

“In epee ia Nearly Everybody Reads the 


York, Dispatch, daily. 
Co. Average for 1902, 
March, 1903 9,209. vce 


h Publishing 
). Average for 
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ROLL OF HONOR PRIZE COMPETITION, 





This feature of the “Roll of 
Honor” does particularly appeal to 
he carom and progressive pub- 
ishers because they could not pos- 
sibly acquaint advertisers wita 
these facts in any other way for 
the same expenditure of money, 
nor could they reach, without much 
clerical labor, such a large and de- 
sirable number of advertisers every 
week in the year. Change of copy 
is always free of charge. 

These are some of the advan- 
tages, but there are many others. 
And to bring such conspicuously 
to the front, the following prize 
competition will open on July 29, 
1903, to all readers of the Little 
Schoolmaster : 

9100 will be paid for thearticle 
which is deemed the best in set- 
u forth why every publisher 
entitled toa place in the ** Roll 
of Honor” should make use of 
the service, 

$50 will be paid for the second 
best article wanted as above, 

$25 will be paid for the third 
best article wanted as above, 

RULES WHICH GOVERN THE CONTEST. 

(1) The article must clearly set forth 
the terms of the “Roll of Honor” as 
described in that heading of the first page 
of the “Roll of Honor” published in 
every weckly issue of _PRINTERS’ INK. 

(2) It must give sane reasons why the “‘ Roll 
of Honor” is a help to those papers entitled 
toaplace init, 

(3) The author of an article so writ- 
ten must have it published in some sort 
of a publication, either in a display ad- 
vertisement, or as an essay. 

(4) The space occupied by such an 
article must be equivalent to not less 
than five dollars’ worth of space in the 
publication in which it appeared. 

(s) A marked copy of the paper in 
which the article appeared must be mail- 
ed to the editor of Printers’ Ink and 
also a clipping of the same must be sent 
under sealed letter postage marked ‘Roll 


of Honor Contest,” care editor of 
PRINTERS’ INK. 








(6). As an acknowledgment and a 
nartial payment of such service, eve 
contestant will receive a coupon goo 
for a cash payment to one year’s sub- 
scription to Printers’ InK, 


(7) Every week the editor of Prrnt- 
crs’ INK will carefully weigh the merits 
of each contribution so received and 
choose from that number the one deem- 
ed the best submitted in that particular 
week. ——_ 

.(8) The article so chosen every week 
will be published in Printers’ IwnK. 
tonsther with Len gene ot its author 
an e name an ate o 
which it had insertion. ae 












—~——a fe & 











(9) As a further recognition of such 
an article an additional coupon as de 
scribed under rule No. 6 will be sent 
to the weekly prize winner and another 
coupon of the same class to the adver- 
tising manager of the paper in which the 
article appeared. __ 

(to) After the competition has pro- 
gressed what is deemed a far enough 
period—at any rate not later than De- 
cember 9, 1903—it will be closed and 
among the whole number of the weekly 
prize awards the best three will 
chosen and cash prizes awarded as al- 
ready stated above, viz.: $100 for the 
best article, $50 for the second best ar- 
ticle, $25 for the third best article. 

(11) Halftone peace of the three 
prize winners will also be published in 
the final account of this contest. 

(12) This contest is open to every- 
body. There is no limit to the number 
of articles one may submit as above stat- 
ed and no bar to the publications in 
which they are to be inserted. 

Every young man and woman 
interested in advertisi should 
take part, and omens the staffs 
of the papers already members 
of the **Roll of Honor” there 
are probably many bright youn 
fellows who can write an excel- 
lent article and one that ma 
land one or two of the cas 
prizes to be paid about Christ- 
mas time. Strict compliance 
with these rules must be observ- 
ed, otherwise entries may fail of 
recoguition, 


An opportunity is hereby offered 
to bright men to obtain an amount 
and quality of publicity which 
money could not be easily made 
to buy. 

Amateur adsmiths will not fail 
to note that the prize competition 
offers a rare opportunity to have 
their successful work passed 
upon, not only by the Little 
Schoolmaster in the Art of Ad- 
vertising, ‘but by all his pupiis ev- 
erywhere, and the class includes 
the successful advertisers of the 
civilized world. 

Mere wordings and fine writing 
may have much less show than the 
rugged, ‘nomely expression of the 
less literary talent. What is want- 
ing are true, strong, virile state- 
ments of facts. The principal fact 
to be emphasized is why a publish- 
er whose paper is entitled to a 
place in the “Roll of Honor” 
should enlist in it and what the 
business and moral advantages are 
to bring the fact before the adver- 
tisers of the country through 
Printers’ INK. 

For further information, if de- 
sired, address Editor of PRINTERS’ 
InK, 10 Spruce street, New York. 
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OPINIONS. 


The new department, a “Roll 
Honor,” appeals to me_ strongly. 
utilized .—— ey as I have no doubt 
it will be by all publications of “veri- 
fied circulation,” it will be an added in- 
centive to publications of unknown cir- 
culation to uncover.—W. J. Murphy, 
Put. Minneapolis Daily, Sunday and 
Farmers’ Tribune, Minneapolis. 

“At the outset I recognized in the 
“Roll of Honor” a form of advertising 
that is not only inexpensive, but pecu- 
liarly effective for the papers that I rep- 
resent, while its value to advertisers is 
beyond question. Realizing its help in 
the work of a special agent, I immediate- 
ly wrote to all papers on my list urging 
the publishers to secure representation. 
As a result fifteen of taem have made 
contracts.”"—E. Katz, Special Agent, 
New York City. 





_ Mr. M. Lee_ Starke, who has offices 
in both New York and Chicago, ana 
whose present list consists of the Wash- 
ington Star, Baltimore News, Newark 
News, Indianapolis News, Montreat 
Star and Minneapolis Journal, said to a 
representative of the Little Schoolmast- 
er: “The advertiser who will use a pa- 
per that does not reveal its circulation 
is not wise. In my opinion the ‘Roll 
of Honor’ will very quickly become the 
handiest and most useful reference list 
for the average advertiser Three of my 
papers are already enrolled, and I have 
urged the other three to secure repre- 
sentation.” 


_. ‘We think so much of it here that 
if our papers were not willing to pay 
for space in the ‘Roll of Honor’ we 


would be wd to pay for it ourselves,” 
said Samuel E. Leith, of Leith & Stuart, 
1so Nassau street. “Our ublishers 


have been keen to see its value, how- 
ever. Three are already enrolled. Three 
others who sent statements too late for 
insertion in this year’s Directory find 
it a hardship to be excluded until next 
year.” Mr. W. C. Stuart of the same 
agency said: “It is the first list of the 
kind made up with good stable judg- 
ment back of it. Other advertising pu 
lications have established similar de- 
partments, but the lists were of no - 
tical value. The idea of a ‘Roll of 
Honor,’ with the prestige of the American 
Newspaper Directory, which is unquestioned 
as an authority on circulation, will make it the 
standard guide for advertisers.” 


Henry Bright, of Bright & Verree, 
representing a list of twelve papers in 
hoth New York and Chicago, favors the 
“Roll of Honor.” “Four of my papers 
are now enrolled. The department cov- 
ers several points of quality not covered 
by the American Newspaper Directory, 
but its chief usefulness is the opportuni- 
ty it accords honest publishers of stat- 
ing a growing circulation. The provr 
sion in the ‘Roll of Honor’ permitting 
a publisher with a figure rating to make 
a new statement for a quarter or montn 
just passed enables him to present his 
circulation to date. One of my papers 
has come to the front very rapidly the 
past year, and naturally derives great 
benefit from this provision.” 








ROLL OF HONOR PRIZE 
COMPETITION. 


SIXTH WEEK. 


In response to the contest an- 
nounced on the two preceding 
pages two articles were received 
in time for report in this issue of 
Printers’ INK. Of these, the one 
reprinted below was deemed the 


best. It was written by L. T. 
Berliner, Corry, Pa., and it ap- 
peared in the Erie, Pa. Daily 


Times, of August 18, 1903. In ac- 
cordance with the rules which 
govern this contest, a coupon en- 
titling the holder to a paid-in-ad- 
vance subscription to PRINTERS’ 
INK, good for one year from date 
of presentation, was sent to Mr. 
Berliner when the marked copy of 
the paper was received. Two ad- 
ditional coupons, one to Mr. Ber- 
liner and one to the advertising 
manager of the Daily Times were 
sent in accordance with the terms 
of the competition, after the 
choice for the week had been 
made. Mr. Berliner’s effort will 
now be placed on file and it will 
have further consideration when 
the time for awarding the cash 
prizes arrives. The article as it 
appeared in the Daily Times fol- 
lows here: 


FOUND IN THE ROLL OF HONOR. 


The Erie Times the Only Daily in 
Northwestern Pennsylvania En- 
titled to This Honor. 


Printers’ INK, the pioneer journal 
of advertising, has established some- 
thing new in the way of learning the 
actual circulation of newspapers. This 
weekly periodical, which is published 
by the well-known firm of Geo. P. 

owell & Co., of New York, has long 
advocated the policy of honest circula- 
tions by publishers. 

A Roll of Honor, in large type, at- 
tracts the readers of PRINTERS’ INK, aS 
they peruse the publication each week. 
Under this heading, is inserted the 
names of all papers whose detailed 
circulation. statement, made for the 
American Newspaper Directory, entitles 
them to this honor. 

As time goes on, this section of the 
aper will be: increased, as publishers 
earn the good to be gained by repre- 
sentation in the Roll of Honor. ‘on- 
servative advertisers, looking for full 
value for their money, will naturally 
turn to the Roll of Honor, as one might 
say for advice. 

he time when advertisers would 
accept any kind of a statement from 
newspaper publishers is past. The 
lar, and small advertiser as well 
looks before he plunges into some un- 


PRINTERS’ INK. 


known quantity. For this reason the 
aper with the impenetrable circu. 
fation must go back, while the Roll of 
Honor paper flourishes, . 

Take the metropolitan dailies, the 

eat dailies as they are usually called. 

hey can not secure a place in the 
honor roll for a detailed statement of 
circulation is something unknown with 
the majority of them. A _ newspaper 
should be proud to have itS name in 
such a position and for the small cost 
entailed it is clearly the biggest value 
one can get for his money. ; 

When this department grows a little, 
many papers will begin to clamor for 
admittance to this sacred protection of 
the advertiser, and when they refuse 
to make a detailed statement, one of the 
rules for entrance, and are told their 
advertisements are not wanted without 
it, the noise they will make can al- 
ready be imagined. They will tell of 
the injustice being done them and will 
work overtime as they now do against 
the American Newspaper Directory. 

Many a newspaper receives an ad- 
vertisement under false pretenses as 
one could say, for it takes your money 
claiming a world-wide circulation with- 
out figures to back it up, and Mr. Ad- 
vertiser goes straight into the trap 
without investigation. ‘ 

So far, in northwestern Pennsylvania, 
but one paper, The Times, of Erie, Pa., 
has given a detailed circulation state- 
ment to the American Newspaper Di- 
rectory, and secured one of the coveted 
ositions in the Roll of Honor. The 

imes was early in the field, being one 
of the first papers to be inserted. 

The Roll of Honor is bound to be 
a success for the reason that it is 
part of Printers’ INk. It is an un- 
doubted help to the advertiser and a 
newspaper that can not see its wa 
clear to secure a position in this roll 
is certainly a back number and not 
worthy of the advertiser’s attention; af- 
ways freee a capa that you must have 
the circulation betore you can get 
there. 

In the days to come, when the Roll 
of Honor is looked to, whenever a 
question of circulation arises, it will 
be good business policy to have your 
paper’s name there. If it is not, the 
probability that it couldn’t get in will 
be an argument against advertising in 
the journal.—Lawrence 7. Berliner. 

The Little Schoolmaster con- 
gratulates Mr. Berliner for ‘nav- 
ing written the essay which se- 
cured the first choice in the sixth 
week of the contest. His produc- 
tion ranks well in quality with the 
prize articles so far received. 
> 

“SHAVENE” is a chemical prepa- 
ration for shaving without a 
razor, manufactured by the Vic- 
toria Mfg. Co., 535 California 
street, San Francisco. A _ small 
folder describes the method of us- 
ing it and presents some rationa! 
arguments for the preparation as 
a substitute for the razor. 
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(A Roll of Ho me 





+8, toa 


from 





.—Advertisements under this 


publishers who, 


Nore. 
according to the 1908 issue of the American Woweonser Directory, have a po for 
that oditron of the Directory a detailed circulation statement, duly signed and 


These are generally regarded the 
to know what he pays his hard cash for. 


The black figures denote the average issue for the 
e in the American 


number in brackets denotes the 


ublishers who believe that an advertiser hast a right 


ear indicated. The light-faced 
Newspaper Directory which con- 


tains the details of the ae. 's spaenenee. No amount of money can purchase a p 


iu this list for a paper not entitled 


Advertisements under this pa Kody ‘will also be accepted from publications to which the 
ee nowmeee Directory accords the sign (© ie the so-called gold marks, denoting 
rior excellence in quality of circulation. {2 Announcements under this classifica- 


fon, if entitled as above. cost 


20 cents per line under a YEARLY contract, wend ‘oe a full 


ear, 19 per cent discount if paid wholly in advance. Weekly, rey f or quarte 


y 

to date showing increase of circulation can be made, 
par “4 properly signed and dated, co 
ance with the rules of the American Newspaper Direc 


astatement in detail 


ALABAMA. 
Anniston, Evening Ster. Daily average for 
192, 1, 159. Weekly, 2,026, teed (33). 
First siz months, 1903, 963, daily 1, guaranteed. 
Birmingham, Birmingham News. Daily av- 
erage for’! 902, 18,488 (3); first seven months 
1903, 17, _— July, 1903, 20,1 M guaranteed. 


ham s 
18 980 ). Av. Jor Sul, 190 1903, tz Tae o geared: 


Montgomery, Advertiser. Advertiser Co. Av- 
rculation for 1902, guaranteed Ney 10,- 
$98 (OO), weekly 12,541, Sunday 14,625 (40). 
ARIZONA. 


Phoenix, Republican. Daily average for 1992, 
5,820 (47). Logan & Cole Special Agency, N. - 
CALIFORNIA. 

Morning Republican, dail Ave 
to - 4.644 (ore E. Katz, E. Katz, Special Tigent. N. 


and, Trib Average for 1902, 


ad oe Tribune Spiblishing Company. 
Ave! 


rancisco, Argonaut, week] 
tein, Fre ies ah. E. Eis, Sectal tomi. N. 
n Francisco, Bull Crothers. Av. 
x. “1902, daily or $9, Sunday ‘a0 (80). 
San Franelseco, Ca ot ‘all, d’y and S’y. J.D. Spreck- 
els. Av. for 1908, d'y 60, 85, 8’y 71,584 (80). 
COLORADO. 
Denver, Post, daily. Post Printing an 
lishing Co. — for 1902, 82,171 (97). 
age for July, 1903, 87,882. Gain, 5,161. 
CONNECTICUT. 
Hartford, Times, daily. W.0O. Burr. Average 
for Toon, 16, 172 a 
Meriden, Morni ug Record and Re 
Repubi’n Pub. Co. "By. av. for 1902, 7,887 (112) 
New Haven, Palladium, ¢ daily. fon rag for 
1902, &,600 (114). E. Katz, . Katz, Special Agen’ 
w Haven, Union. Av. for 1902, d’y 15,88, 
9 S\s25 (14). EZ. Katz, Katz, Special Agent, 
New Lendon, Day, evg. 3 eve. av, 1902, ages a 
First siz months 1903, &, 682. June. 1/903, 5,686. 


Norwich, Sutiotin, fay, Some Co., pub- 
lishers. Average for 1902, 4,659 (115). ‘Average 
first six months 1908, "1.996. 

DISTRICT oe COLUMEEA. 

Washington Fv. Si Sw et ws- 
paper Co. Average for 1902. 88,748 oo i). 


sSeagreP Rants ea dig” * more 
DELAWARE. 
SIMPSON To a SSS OS 
FLORIDA. 


acksonville, Metropolis, ote. me 1902, 
STN Average { ana mae 903, 8,229. 


and Pub- 
Aver- 


blican 





correc- 
rovided if the se bliskes sends 
eet | the additional period, in accord- 
irectory. 

Pensacola, Journal, daily, every morn: ex- 
cept Monday. Average for if for Toon, 2,441 = 

Tampa, Morning ‘Tribune. tg 9 Tam 

608 ( 


bune Pub. Cv. Average for 1902 
GEORGIA. 
Atlanta, Journal, dy. Av. 1902, $ Semi- 
wy, 34,105 (135). Atlanta Journal Teens pubs. 
ILLINOIS. 


Cairo, Citizen, weekly. CitizenCo. Year end- 
ng Dec., 1902, no issue less than 1,000 (161). 


Chemoatgn, Bowe. In 1902 no issue less than 
1.100 daily and 8,400 youly (163), Average 
daily issue for July, 1905 1903, 1,711. 

Chieago, Bakers’ Helper, monthly. R. 
Clissold. Average for 1 for 1902, 4,050 0) am. 

Chicago, Rpestens rs’ Gazette, stock farm,week- 
ly. Sanders Pub. Co. Average for 1902, 60,052 
(167). Average first oes 1903, 66,746. 





Ohi . Grain Dealers 
Dealers iompany. Av vy for i908, de ied Go) 
Chicago, Irrigation e, mont . An- 
derso} =. Average for 100 jon, Age monthly, D. H 
pore New Thought, monthly, 50c. a year, 
Ella Wheeler Whew, ry" Average you oy 
ing January. 1 89 t+? Since aay. 
1903, on Tho ve Prine 100,000 monthly. 


rd-Hi id. Average for 1902, 
daily yiseagt Sunday "itisie (166). 


bune, daily. Tribune Co. In 1902, 


on pat- 


Chicago, Tri 
yA (00) ( Ties). 


am m, Ente ise, week: 
o issue sine tne below 


"eis St. Louis, Jima 4 Culture. m: ultry 
Culture Pub. Co. Average 1902 6.875. ase) Av- 
erage first six ee. 1903, hs 1903, 14,888. 


Evanston, Correct English: How to Use I 
Average for’ year ending Oct., 192, 9,750 (1 o 


INDIANA. 
Evansville, Journal-News. Av. for i ay 
11,910, S’y 11,508 (4d). E- (244). E. Katz, Sp. Agt., N. 


en. ooking Club, monthly. Average for 
woes SS, SOL Ck 4 "persistent medium 


No ads 
eae 


im, as 
issue for daily reference. 


Munele, Star, d’y and 8’y. Star Pub.Co. Year 
ending Feb. 1903, d’y 21,468, S’y 16,585. (260). 


Notre Reme. The Ave Maria, Catholic weekly 
Average for 1902, 25,976 (262). 


Petnogten, Clarion-News, daily. Clarion Pub- 
lishing Co. Average for 1902 for 1902, 1,820 (264). 


Senuth Bend, Tribune. Sworn dy. av., 1902, 
4,861 (267). Sworn av. first 6 mos. 1908, 5,584. 


IOWA. 
Arlington, News. Al) hom aw? ey: w. 





F. Lake, pub. Average for 1902, 1 400 (282 
Burlington, Hawk-Eye, daily. J. L. Waite. 
Av. for 1902, 6,818 (285). June 30, 1903, 7,018, 
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ps Times. Dy. av. 1902 $988. 8. oe: 
ag r 


Dy. av. sat 6 mos, 1903, 7,718. 
guar. more than double of any Davenport 


Dea Bye Metnes, On ital, daily. on th Sou 
Acti average for 
at Anwrage for June. 1903, 81,01 
Dea Moines, Cosmopolitan + cael _ 
ly. Still College. Average for 1902, 9,666 (204 


Des Moines, News, daily. Aver. 1902, 87,1 Pe 
(293), 1,959. 


First 6 mos, 1903, aver. 4 


Museatine, Journal, dy. a dy. av. 1902 8,712 
2,711 (315). Dy. av. 1st 6 months 1903 4,188, 


Ottumwa, Courier. Dy. av. 02 4,491, s. 
984 (319). sat 6 mos. 1903) dy. apes “oy z eS i. 
Sheldon, Sun, d'y and w’l Carso: 
Average for 1902, ay. ke wir 2.044 ‘(23). 
Sh doah kly. Sentinel 
Publishing Co. iverage ny 12, 8,681 (323). 
Sioux City Journal. oe. ee ~ Bros. 
. Average for 1902, 16,968 (324 Over 
000 daily guaranteed for 1903. Ranks first and 
best in its wide field in Re Northwest. 


KANSAS. 
Atehiason, Gibe, daily. E. W. Howe. (334). 
to prove &,200 daily circulation for 1903, 

or receipt any advertising bill. 

Girard, Appeal to Reason, weekly. J. A. Way- 
land. Average for 1902, 1902, 195,809 (as). 

Hutchinson, News, d’y anc d’y and w’y. W'y, durin 
v2 no issue less than 1,920 (346). E. Katz, N. ¥ 


Tonek a, Western School Journal, anne 
monthly. 16 (362 


Average for 1902, = 

fas: d’y and w’y. Av. 1902, d’y 16,- 

th, N. ¥. & Chicago. 

KENTUCKY. 

a rt, Breckenrid; vows ou J. 
Babbage. Average fc for 1% thee, 2, ~~ 

Lexin Leader. Av. ‘Av. for 1902, a 

w'y 2,8 “sy 4,008 (373). E. Katz, 8: A., N. ¥. 


Paducah, Sun, daily. Sun + eK o>. = 
b+ for year ending June, 1902, 
ly average for July, 1903, 2. ae 


LOUISIANA. 

New Orleans, Louisiana cpanter F.— Sugar 
fr, wy. In 1902 no issue less than 8. an 
MAINE. 

Augusta, Kennebec Journal, d’y and w’y. 
"ane, d’y, 1902, 4,719, w’y 2,188 (391). 


angor. Commercial. Average for 1902, dail 
% Bie weekly 29,012 (392). J 


any: 








Wiehit 
781, w’y 66 





Lewiston, Evening Journal ek: Average 
for 1902, 6,640 (@@), weekly 15, (© ©) (395). 
J. W. Brack- 


ane Maine Woods, weekly. 
tt. Average for 1902, 5,416 ( 


Portland, Evening Express Average for 1902, 
daily 11,181, Sunday Telegram 7,666 (397). 


MARYLAND. 


Baltimore, News, daily. Evening News Pub- 
lishing Co. Average \ 41,588 (402). 


MASSACHUSETTS. 


Boston, Eventos Lane yoy ts (412) Boston's 
tea table pea Largest amon eae week-day adv. 


Boston. average for 
Daily, 1ve.5%0 bag "Br 296 412-413). 
First 6 + dy. 195,747, "Sy. 296,229. 
Ad cn aie ‘hoe in aa afternoon 
n 
éditions for one price. - 
Pilot, every Saturday. 


man Cath: 
lic. ee Roche, editor. oo 7 








Post, daily. Average for 1902,174,178 (413). 
Largest p.m. or a.m. sale in New England. 

Danvers, Red Men’s Official Journal, monthly. 
Andrew H. Paton, pub. Average 1902, 2,750 
(425). Only official paper for 350,000 members. 

East Northfield, Record of Christian Work, 
mo. Av.for yr. end’g March March, 1908, 20.541 (425). 


Lawrence, Telegram, dai daily. Te Pub- 
lishing Co. Average for 1902, for 19vz, G,701 


Salem, Little Folics, | mo jurentie. 8. E. 
Cassino. Average for 190 tb, 


Springfield, Good qe ing, mo. Avg. 
tor 1902" 108,666 (436), Po Apri, 
1903, 119,000: All advertisements guaranteed. 

Woreester, Evening Post, daily. Worcester 
Post Co. Average tor 1902, 10,55: (439). 

MICHIGAN. 
Adrian, Telegram .Grandon. Av. for 


dy. D.W 
1902,1,270 (440). Av. first 6 mths. in 1903, 8,588. 


Detroit, Free Press. Average for 1902, daily 
41,952, Sunday 51,260 (450). 
Detroit, Times, gaily. Ym Times Co. Av- 
erage for 1902, 27,657 
Grand Rapids, oom dail Eugene D. 
Conger. Average for 1902, 20,1 6 (456). 
naw, Evening News, dail Avaeee for 
848 (473). July, 1903, datly 10,985. 
MINNESOTA. 
Be Farmers’ Tribune, twice-a-week. 
J. Murphy, pub. Av. for 1902, Paria (496). 
in tineegpelin, Journal, daily. Journa) Print- 


«Co. For 1902, 54,62 
culturist, s.-mo. a. 


Misnesyeie: N. W. A 
03, 78,168 (498). 75, guar'd. 35e. agate line. 


Northwestern Miller, weekly. Miller Publish- 
ing Co. Average for 1902, or 1902, 4,200 (@ ©) (497). 


Minneapolis, Svenska Amerikanska Posten, 
weekly. Average for 1902, or 1902, 47,075 (497). 
ge. 
un: 
1903: 











Minacapelia Tribune. W. J. Murphy, 
Ave for 1902, daily, 66,872 (496) ; 

pe +See. 
ily, 7 


by 7 only atinieapotis da 
can New 

lation down to date in 
where Advertisements go in both morning and 
evening editions for one price. 


Minneapolia, Western l’rogress, mo., devoted 
to Western interests. Av. for 1902, 10,600 (500). 


St. Paul, News, d Aver. R 80,619 (505 
First 6 mos. 1903, one 88,787. a7 . _ 


iret seven months of 





t. Paul, Pioneer-Press. Daily average for 

1908 84,151, Sunday 80,986 (506). d " 

Winona, ey and Herald, on. Aver- 
age 1902, 8,202 (512). Av. past 6 mont hs, 4,007. 


MISSOURI. 


Carthage, Press. Dai rage for 192, 
1,411, weekly 2,880 (630). oe Sewall, pub. 
Joplin, Globe, daily. Average for 1902, 9,414 
ee E. Katz, Special Agent, New York. 
Journal, d'y and w’y. 
6 876, weekly 161, 09 wa 
Weekly Implement Trade J'rn’l. 
187 (543). Av. 5 mos. '03, 805. 
mans City, World, dail 


. Aver, 1902, 62,- 
First 6 mos. 1903, 61,685. 


ans City, 
ak 1908, di daily 


Kansas City, 
Av. Aug., 02, 





Kansas 
97S (542). 





Mextieo, American Sem and Cotest. 
and hortic.. Actual a 902, 4, NBS 
(549). ‘Actual a aver. May, June aS ly, 1008, 15, 667. 

St. Joseph, Medica) Herald, month' 

Herald Co, Average for 1902, 7,4%5 annem 
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St. Joseph, 300 8. 7th St,. et Fruit Grow- 


m’ly. Aver. he ee Rate isc. 


line. Circulat yh ~~ “quarant’d. 


A Louls, Medical Brief, n Brief,mo. J. J. Lawrence, 
M..M.D., ed. and pub. Av. for 1902, 88,058 (563). 


St. Louls, The Woman's M. ne, spontheiy. 
Women and home. Lewis a aes, Proven @ 
pen overage 


for 12, 908,888. 
for first 7 mos, in 1903, 1 Aiea ont EVERY 
*OVER” one million copies. ERY 
issue circulation of any SEalication te ti in the world, 
MONTANA. 

A mda, Standard. Daily av for 1902 
11,204,672). wontanceDs BEST NEWSPAPER 

Butte, Inter-Mountain, y. Inter-Mountain 
Publishing Co. Average an 1902, 10,101 (673). 


Pa Record rd Publishing 


er,m 
per 





evenin, Reco 
verege tor x 1b, 7,9) ‘4 (574). Average Jan- 
a tat to lay 3ist, 1903, 10,209. 
NEBRASKA. 
Lincoln, Deutsch-Amerikan Syames, wee! 
(500). Av. for year end. April 30, 1903, “lane 
Lincoln, Freie Presse, weekly (590) 
: year ending pine 30, 1903, 1 554. 


maha, Den Danske Pioneer.wy. Sophus F. 
Neble Pub. Co, Average for 1902, 28,478 (5694). 
Omaha, ows, daily. Aver. for 1902, $2,777 
(4). First 6 mos. 1903, aver. 89,068. 


NEW HAMPSHIRE. 
Manchester. News, dail (oa. Herb. N. Davison. 





Average 


average & - e ie yl N. Y. Rep., 150 Nassau St. 
dn JERSEY. 


Elizabeth, Evening ° Times. Sworn aver. 1902, 
8,885 (616). 6 mos, 1903, 4,288. 

Elmer, Times, weekly. 8. P. Foster. 
for 1902, 2,085, (616). 

Jersey Cit: wo! Journal, daily. Evening 
Jo urnal Aasee oe. Average for sp 1 5582 (619) 

Jersey a Sunshine, mo W. Floridy. 
Aver. for year ending Jan., 1908, sib OO (426). 

New Market, Advertiser-’ Guide, mo. enkey 
Day, publisher. Average for for 1902, 5,041 (623). 

Plainfield, Daily “Press. A. L. Force, publish- 
er. Actual average for 1902 258s (6%). 


NEW YORK. 
Albany, Journal, evening. Journal Co. Av- 
erage 192, 16,109 (634); present, 18,897. 
Albany, Times- Union, every eveni Estab]. 
1856. Average for i908, 85,204 (635). 
hamton, Evening ning Herald, daily. Eveni: 
HeuitOe Average for for 1902, 10,891 (638), ad 
ne y nl ay KY Enquirer, even- 
W. J. Conn verage for 1902, morn- 
3 48,818, evening go. 401 (641). 
Corning, Evening Leader, daily. Average for 
1902, 4,064 (647). First half 1903, & S25. 
Elmira, lov Star. Av. for 1902, 8,255 (651). 
Guaranteed —* he We investigation. 
Leith ‘ N. Y. Rep., 150 Nassau St 
Ithaca, News, aais . Ithaca Publishing Co. 
Average for 1902, 8,116 (658). Av. for June, 1903, 
4,208. Leith & S/uart, N.Y. Kep., 150 Nassau St. 
Newburgh. News, dy. Av. for 1902. 4,257 (666). 
Guaranteed by affidavit or personal investigation. 
New York —— 
fenestenn Machinist, it Aw 
(Also European ed.) Av. 1! 18.b61 (OO) (oF (670), 





Average 








Amerikanische Schweizer Zeitung, w oe 
Pub. Co.,62Trinity pl. Av. for 1902, 15,06 

Automobile Magazine, month scheme 
Press. Average for 1902, 8,750 ( 36). 





Baker’s Review, monthly. W. R. 2 ry Co. 
publishers. Average for 1902, mthe end. July 2, 
age for first six months end. y 34, (m0, 4 4i6. 
Benziger’s Magazine, fine, tamil month! Ben- 


ziger Bros. Average for 1902, 28,479 « 6). 


Caterer. i= yt rw. Co. (Hotels, 
Clubs, and Average for year 
ending with oon ast, 1908, 2, 5,888 (687). 


Cheerful Moments, monthly. on. W. Willis 
Publishing Co. Average for for 1902, 208,888 (687). 


Clipper. weekly. “Frank Q Queen Pub. Co., Ltd. 
Average = for 1902, 26,844 (@ ©) (673). 


Delineator, fashion mo. Butterick Pub. Co., 
Itd. Est. 1872. Av. 1962, 721,909 (688). Act. av. 
cire’n for 6 months ending June, 1903, wars: 987. 


Moctrtent Review. weekly. Elect: 
. Co. Average for 1902, or 1902, 6,212 (oo) ea 


_ engineering and Mining Journal eekly 
Est. 1366. Average 1902, 902, 10,0 9, (0) (Om). 
Forward, daily. Forward Association. Aver- 
age for 1902, $1,709 (667). 


Hardware, semi-monthly. re Publish- 
ing Co. Actual average for 1 te 1902, an 8808 (683). 


Morning Telegra aph, dail: daily. poly ae Telegraph 
“in pubs. Average for 1902, ' ‘or 1902, 28,228 (668). 

usic Trade Review, music soastew pate ne art week- 
ye vAver. for 1902, 5,452 (6 


Pharmaceutical Era, wee! sy. satin 
Haynes & Co., pubs., 8 Spruce street. @®) ea. 


Police Chronicle, weekly. Police Chronicle 
Pub. Co. Average for 1902, 8,650 (679). 


Printers’ Ink, week A porael for sore, 
ers, we 00 per year. P. Rowel Est. 
omcage aon yor 1902, 18,987 (679 “¢ 


Railroad Gazette, railroad engineeri: 
weekly. 83 Fulton street. Est. ise. ©o) (680), 


The Central Station, on. monthly C. Cushing, 
Jr. Av. for year ending May, 1902, ¥ ies (687). 


The Iron Age, weekly, aa 1855 @@ 
ar). t For more than a generation the | 
6 penn & in the hardware, iron, Lt... 


Printers’ Ink awarded a sterlin after: Sugar 
Bowl to the Iron Age, neon ee "Sotlows 


warded Novem 
oy, Printers’ _ Wie Little 
hoolmaster in'the Art of 
e yom to The Iron A eee 
“ that *, a, 











f —+ 4 So how 
‘ing trade paper 

“ United United States of" At : that, taken ail -] & 
me: renders its conatitwency f the. best service and 


serves ¢ pose as 
“tion with Sapeel ified class. ‘ 

The New York Tim dail Adoiph 8. Ochs, 
publisher, 1902 A (@ ©) (669 ¥ = 








Reehester, Case ieee, mo. Law. Av. 
for 1902, 80,000 (715) ; 4 ene average, 80,186, 


Seheneetady, Gazette, y. A. N. Liect 
Average for 1902, 9,097 ato Average for 
month of July, 1903, 12,864, 

Utiea, National Eicetrical Contractor, mo. 
Average for 1902, 2,292 (723) 


Utiea, Press. daily. Otto A. Meyer, publisher. 
Average for 1902, 18,618 (723). 
Warsaw, Western New Yorker, weekly. Levi 
A. Cass, publisher, Average f for 1902, 8,468 (724). 
Whitehall, Chronicle, weekly. Inglee & Tefft. 
Average for 1902, 4,182 (726). 
NORTH DAKOTA. 


Grand Forks, Normanden, wee ren? Norman- 
den Pub. Co. Average for 19 for 1902, 4,889 (744). 


Herald, dy. 





Av. for 02, 4.78 pe bop 7 (744). For eet . 
@& Maxwell, N. Y. Rep. 


July, 03, %, 
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(A Roll of Honor—coniinued 





OHIO. 
Ashtabula, Amerikan Sanomat, 
wards. Average for wr 1902, 8,5 8,558 (7 


Cineinnati, Enquirer. Established 1842. Daily 
(0), vere 8). (761). Beckwith, New York. 


Tay. *y. Aug.Ed- 


Phonog. Institute Go. Gv tor 1902, 10,108 (108). 


Cincinnati, Trade Review, m’y. Highlands & 
Highlands. av. for 102, 2,584 (765). 
democrati 


Columbus, Press, daily, | ally. ic. Press 
Printing Co. Actual av. for av. for 1902, 24,989 (770). 
-— Publishing Co. 








Dayton, News, daily. Ne 

Average for 1902, 16,5: © (773 

OKLAHOMA. 
Guihete. Oklahoma State Capital, 
Average for 1902, dy. 18,806, wy. 21, 
OREGON. 

Portland, Pacific Miner, semi-mo. ii ar 
ending Sept., 1902, 8,808; firs’ first 8 mos. Yoose — 12. 
Fgrtiqné Washington Ad Advocate, mo. 

of Wi m, pubs. Avg. for 1902, S040. a8), 

PENNSYLVANIA. 


Bellefonte, Centre Democrat, wy. Averagefor 
ye 8,850 (832). First six months 1903, 8,750. 


Times, daily. Average for 1 10,645 
(idk Kate, Spesial agent’ New York. 
Harrisbu Tei ih, dy. Noissue for and 
end. Feb., "0S. less MAT (847). 
end, July, ‘03, 9,429. Shann Shannon, 150 ‘Nassau, N.Y. Y. 
Peed eaie American Medicine, wy. Av 
for 1902, 19 Z (865). Av. M Av. March, 1903, - stone 
Patetciphie Camera, monthi 
Chambers. Average for 1902, 1902, tae (7) 
Philedelphia, Farm Jour Joursel, cheat Wy. Wil 
mer Atkinson pa = lishers verage 
ers’ Ink 


and wy. 
ory (813). 


for 1902, ane. 12 awarded 
the seventh Sugar to Farm Journal with this 
“ awarded June 2th, 1902, by 

* Printers’ Tint ‘The Litt 


“ Schoolm: 

- Saerdlen, to the Farm 

* Jou After 
merits extending over a 


, ‘of 
“Mihov published a ‘nthe United States, haw been all 
7 arene ce ts purpose 


“asa ‘ond the agricultu- 
“ral population, and asan effective and economi- 


with them, 
“ through its a ertiaing colt columns.” 
ae hia, Public Led 
8. Ochs, 


publisher. Yoo ae 
Philadelphia, Reformed Church ey oN 
w’y. 1306 Arch st. Average 1 for 1902, 8,574 ). 


Philadelphia, Sunday Scho Sahoo Be: ween esl 
y 


Average for — 10 
z. Religious Pi Pout yw 


4, 1908, 108,05 

Philadelphia The Evenin = ex. «rf 
Average for 1903, sworn, 180,489 » one. Copies 
daily net paid. Average worse 7"; rst siz months of 
1903, sworn statement, 141,196 copies per day 


net pa 
“In Philadelphia Nearly E Reads The 
ay ph ly Everybody 


vs ced t 








. Adolph 


Pittebu CorenicteStegre, p. Aver., 1902, 
ot ee. 8 





tabu Me ans phy T ~pt yang d’y 
19) eo.23 tatem’t on application. 
Pitts <a "Thoedrde ily. Wm. H. Seif, pres. 
Average for 1902, 59,571 (87 _ ” 
Weat Chester, Local News. daily. 
Hodgson. omg te! for 1902, ihese . 
op. “verage t + a} Annoy 
Co. Pa BS ‘or \verage 





or ious, 27.0 801 ( 


fer’ in the Art of um 


eee ISLAND. 
Pro Deily3 Journal. ual. 45.07 ‘5 (OO) (896), 


sunday 188 18,281 KK, ing Bulletin 87,- 
581, a Vidence Toca Co., pubs 


‘SOUTH CAROLINA. 
average for ia ate oh pete cant 
verage ’ 
he i 405 oe coats of 1903, 6,800 copies. —" 
TENNESSEE. 


Gallatin, Semi-weekly News. In 19°2 no — 
less than 1,850 (923). Firat 6 mos. /903, 1, 


Enozcille, Sentinel, daily. Ave 1, 
7,701 (925). “Average six months 1903, 9, 
Memphis, Commercial At Ap) aay 
and weekl ly 27,506, pond 


day 84.910, we weekly iy Tab 18 (927). 


Nashville. mr ee A Av. for yene os ending 
Feb., 1903, 16,0 or June, 1903, 19, 
556. Only Nashetlle a 'a'y eligi eligit to Roll'of Hon 


Hoshvilie, Christian Advocate, w’y. B a 
& Smith. Average for 1902, Tnear Bm. = 
TEXAS. 


Dallas, Retail Grocerand Butcher, mo. Julian 
Capers, publisher. Average for 1902, 1,000 (944). 


Penton, Denton Co. Record and Chronicle, 
W.C. Edwards. Av. for 1902, 2,744 (945). 

Paso, Herald. dail Average for 1902, 
8,245 (946). E. Katz, seed oe New York. 


Paria, Advocate, d Furey, pub. 
no issue less than 1, 156 (eo) ‘May, 1903, Last. 


VERMONT. 
v.19 gene on - pa. F. E. Mey ty ee Aver. 1902, 
VIRGINIA. 
ei Baresi Pay everest 
aes. 


kane, Saturda tor, weekly. Frank 
e. Average for 1 $0 r 1002, 5,8 5,886 6 (999). 

Tacoma, Daily News, dy. _ Daily News i. Co. 
= 1902, sangeet ay om 00). Saturday issue 18,008. 


'y. av. ry! 10,986; 8y.. 
14,1085 we. seats {ion Av. 7 mos. 1903 
12,500; Sy. 15,500; wy., 8,500. 
Beckwith Tep., N. ¥. @ Chicago 


wae VIRGINIA. 
Parkersbu ._R. G, Hornor, 
pub. Ave A 1902, 2,804 eR TTY, 009). 
and a7. 


Wheeling, News, -d’y and | News Pub. Co. 
Avorage for 1902, d’y 8,026, S’y 8,805 (1011). 


WISCONSIN. 
Ma.jison, Amerika, week} Amerika Pub- 
lishing Co. Average for 1902 a 496 (1026). 


Milwaukee, Evening Wisconsin, daily. ig 
Wisconsin Co. Av. for 1902, 20,748 (@@) (1 


Milwaukee, Journal, daily. Journal Co., pub. 
Av. end. Feb., 1903, 29,425 (i029). July, 84,114. 


Oshkosh, Northwestern, d daily. Av. for 1902, 
5,902 (1036). First 4 mos 1903, 8,270. 


P———© Journal, dai'y. Journal Printing Co. 
aes siz months to July 1, 1903, 8,706. 


isconsin Agricuiturist, w’y. Av. for 1902, 
et 515 (1039). For yr. edg. July’ 3/, 1903, 80,200. 


Waupaca, P: weekly. Post Publishing Co. 
Average ‘or 1902, 2,588 (1044). 


BRITISH COLUMBIA. 








Vancouver, Province, da W. C. Nichol, 
publisher. Average for 1908, 6,987 (1051). 
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(A Roll of Honor continued.) 


Victoria, Colonist, daily. Colonist P. & P. Co. Torente, Canadian Im 
Average for 1902, 8,574 (1061). Trade, monthly. Average for ious, ease cos. 


MANITOBA, Can. 
om Tor fot, a daily 1 SNe eo 6, A 











Toronto, Star, daily. Averag: for 1902, 1 
161 (0ed).” First str sonthe 1908 205, 20,096. aad 


(08). Firat ote monthe 138, 1%, QUEBEC, CAN. 
NOVA SCOTIA, CAN. Montreal, Star, raham &Co. Av. 
Halifax, Herald, Homestead. for: ra, dy, Bé,0r8, w wy. otal 418-1093). Six mos. 
Combined average toe i908, oa te sen’ (1060) end. May 3/, '03, dy. av. 65,147, wy. 122,157. 


ga No Amount of Money 


a can buy a place in this 


Me list for a paper 


Me not entitled 


Mato it. 
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NYONE sending the amount of THREE DOLLARS CA 


PRINTERS’ INK for the term of one year, or extend hispresen 








offer is good only during the time specified and Nofong 
subscribers young men and women who are contemplating t 
tisements. PRINTERS’ INK is a weekly journal for advertisers ag the 
lesson which can be studied and digested at Home without the sightest 
of PrinTERS’ INK gives anyone with the ability of becoming an@lverti 
any so-called course by mail for which a much higher tuition is chaged. 
The reading and careful study of PRINTERS’ INK has not aly be 
young men who now occupy well-paid and responsible positions inthe a 
There is no other advertising journal that treats publicity/in tt 
There is no other advertising journal which spends so much goney 
from practfcal business life the facts and experiences, the = 
engaged in advertising. No young business man can read PRINT is’ In 


business man for doing so. It’s a journal of highest excellencegnd i 





studied in every modern business office in the United States. le ¢ 


ARE YOU OPEN TO CONVICTION? 





For further information, if desired, address 


Managing Editor Printers’ Ink, 10 Spruce Street, New Yo 
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LLARS CASH between now and December 31, 19¢3, may receive 
nd hispresent subscription for the same length of time. This special 
| Nobonger. It is made forthe special purpose to enlist as new 
itemplting to study the art of advertising and the writing of adver- 
ers aml the best of them all. A weekly issue constitutes a weekly 
 thesightest interference with present occupation. A year’s reading 
ng an@lvertising man more practical, common-sense instruction than 
- is chaged. 

S not aly been a stepping-stone, but the very making of many 
ions inthe advertising and publishing business. 

iblicity|in the. same comprehensive and practical way. 
“, time and effort to obtain and gather 

uccess@ and failures of those who are daily 
me Ink and not become an abler 
llencegnd it should be read and 


| 
S. Saple copies ten cents. 


? | 
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A JOURNAL FOR ADVERTISERS. 
Issued every Wedn Ten cents A 
- Subearteie on, price, five dolla ollars a year, in 


numbers. 
printed from plates, it is always pos- 
si : to issue a Satan of ppd aah 
jes for ora n same 
Sars to subscribe for PRint- 
ers’ Inx for the benefit ie advg may, on 
jon, n special confi ent:.al terms. 
If any person = 3 not OT. for it —— re- 
LS yay - oy InK some one has 
sul bed in fgg ) i Tait tor. is stopped 
at the ealinien of th the time 


OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears,50-52 Ludgate Hill,E.C. 


NEW YORK, SEPT. 2, 1903. 

















A MAN’s experience in adver- 
tising begins wnen he comes into 
actual contact with the great, real 
public. Then he begins to learn 
something worth remembering. 
Theories of advertising are good 
as far as they go, but they only 
map the field, roughly indicating 
hills, hollows, pitfalls. The public 
is a gigantic fact. It transcends 
theory. It doesn’t care a dogone 
whether the advertising novice 
makes mistakes or not. On many 
sides of its nature it is unreason- 
able, deaf, penny-wise, indigestible, 
ungraspable, brutal. It follows no 
laws, apparently, but is guided 
solely by whim and caprice. 

*x * * 


The novice at advertising fre- 
quently gives the public credit for 
too much intelligence and spend- 
ing capacity. A young man in a 
Western city, who had had some 
experience in exploiting surgical 
instruments to the medical profes- 
sion decided to advertise a $5 
shaving outfit in the magazines. 
He got out a fine booklet full of 
sound razor sense and shaving 
hints. His copy in the magazines 
was excellent. His selection of 
mediums was calculated to reach 
the great middle class. But his 
shaving outfit contained several 
little luxuries not generally 
known and while it was worth 
the money asked. the bulk of the 
mail trade continued to go to ad- 
vertisers who offer a fairly good 
razor for $1 and a real good one 
for $1.50. 


* * * 
This sort of mistake usually 
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leads the novice into a_ second 
error quite as bad. After shoot- 
ing over the fneads of the masses 
he begins to under-estimate, fall- 
ing into the cant of those who 
know nothing about the public, 
calling it the “herd.” Other er- 
rors of judgment are committed, 
and sometimes more costly ones. 
They are worth what. they cost, 
fmowever, for they give actual 
knowledge of the public—knowl- 
edge sans theory or sentiment. 
The advertiser learns that the pub- 
lic is a complex mass, but it fol- 
lows laws and has a great deal of 
reason on its side of the question. 
It keeps its finger on its purse- 
strings, but is not stingy. Things 
have to be made very plain, but 
the public can comprehend a well- 
presented proposition. It has needs 
that are not being supplied, and 
qualities that are not even sus- 
pected. 
+ + 

A_ great deal of successful ad- 
vertising is based upon the dis- 
covery of capacities in the_public 
that have lain dormant. For in- 
stance, it was generally believed 
some years ago that the public 
was dishonest at bottom, and 
could not be trusted with the long 
cnd of a bargain. Certain sharp- 
sizhted advertisers doubted this 
belief, however, and began to send 
costly sets of books on approval to 
anyone who would deposit a dol- 
lar. The public was found to be 
wonderfully honest in the main, 
and out of this new principle an 
enormous trade has grown. Some 
of the late-comers do not even re- 
quire the dollar, but accept a pos- 
tal card reuest. Others have 
given the masses credit for intel- 
ligence, or liberality, or capacity 
to purchase luxuries, and have 
heen equallv successful. There are 
as good fish in the sea as ever 
were caught. Some advertisers 
have made miscalculations, but the 
majority have been right in their 
estimate. The public is a great, 
big, unweildy mass, and first con- 
tact with it is often disheartening. 
But a man begins to learn adver- 
tising only when he comes into 
contact with it, and knows it for 
what it is—not for what it is held 
to be in theory. 
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Fottow1nG the idea of a Cali- 
fornia newspaper, the Journal, 
Providence, R. I., has established 
a small four-page daily called the 
Block Island Wireless on Block 
Island, in Long Island Sound. 
News is sent from the mainland 
to a wireless telegraph station 
and printea long before the daily 
papers come by boat. The new 
paper sells for five cents a copy, 
and is purchased by those wao 
make Block Island a summer 
home. 


Modern Mezico is an export 
paper, published for circulation in 
that country only, at 116 Nassau 
street, New York. The editorial 
office is in the City of Mexico, and 
the paper is said to be on sale 
regularly on every train and 
newsstand in that country. For 
the information of advertisers who 
are interested in export journals 
the publisher issues a miniature 
four page periodical, Modern 
Mexico, which circulates in the 
United States. 





THE manager of a concern, who 
has for several years advertised 
an expensive jewelry catalogue 
among the classified advertise- 
ments of Printers’ INK, said re- 
cently he had received 127 appli- 
cations for the book within a few 
months. Of these eighty-eight 
were turned down as mere curi- 
osity seekers. Twhirty-nine fre- 
quests were complied with. Three 
permanent customers _ resulted 
therefrom, whose business with 
the firm so far would pay for the 
ad inserted in Printers’ INK for 
a term of five years. 


SomE railroad booklets of great 
beauty ccme from the Chicago of- 
fice of the Chicago, Milwaukee & 
St. Paul. “Colorado and Cali- 
fornia” is the title of the largest, 
whick contains sixty pages and 
many fine half-tones, some print- 
ed in tints. Concise description of 
the two states forms a running 
commentary. “South Dakota” is 
a homeseeker’s folder, brimful of 
vivid facts. Two smaller booklets 
are devoted to Wisconsin trout 
fishing, and a third tells of Presi- 
dent Roosevelt’s recent tour 
through Yellowstone Park. 
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Mr. ALEXANDER FRAZER GRANT. 
Eastern advertising manager of 
the Review of Reviews, died sud- 
denly on August 17. 


THE best advertising is not the 
kind that costs the most or looks 
the prettiest, but the kind that 
brings the most business. 





is a railroad book- 
let that gives interesting informa- 
tion about a city. Issued by the 
Northwestern, it tells something 
about Omaha’s history, its situa- 
tion, its commercial advantages, 
prospects, industries, public insti- 
tutions and hopes, with a side 
chapter on neighboring Council 
Bluffs. Fine half-tones illustrate 
the matter, and the typographical 
dress is all that it should be. 


“OMAHA” 


Last autumn the R. F. Sim- 
mons Company, manufacturing 
iewelers, Attleboro, Mass., put 
into operation a plan whereby re- 
tailers throughout the United 
States were furnished electrotypes 
for use in their local papers, and 
for each insertion paid for by the 
dealer the company gave an inser- 
tion at its own expense. The ad- 
vertising was intended to stimu- 
late trade before Christmas, and 
proved very successful in every 
way, nundreds of jewelers taking 
up the proposition. This autumn 
the campaign is to be completed, 
and a booklet containing specimen 
ads and reading notices is being 
sent out. Copy is prepared by the 
Gove Advertising Agency, Union 
Square, N. Y. 


I aM happy to report almost im- 
mediate results from your Roll of 
Honor. The first issue contain- 
ing advertisement of Davenport 
Times had just reached my desk 
on Thursday, and on Friday a 
gentleman came into the office to 
make an advertising contract for 
a large Eastern drug firm. One 
of the first things he wanted to 
know was whether the Times was 
in Printers’ INK Roll of Honor, 
and I was fnappy to say “yes.” I 
got the contract, not only for the 

times, but also for the Muscatine 
Journal_—E. T. Adler, Adv. M 
Davenport 
15, 1903. 


gr. 
(Jowa) Times, Aug. 
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ConTINUOUS advertising  car- 
ries with it the idea of reliability, 
since no dishonest advertiser can 
successfully continue in business. 





“Tue Seven Ages of Man” is 
an “original bank booklet from the 
Savings Bank of Minneapolis. 1: 
contains three stories—the story 
of a thrifty life and the story of 
a thriftless life, told in parallel 
columns, each illustrated witn 
seven pictures and set to Shakes- 
peare’s immortal soliloquy. The 
third story is that of the bank, a 
chapter being printed on each 
page. The whole idea of the book- 
let is excellent, while the pictures 
have real art merit and the gen- 
eral execution has nothing of the 
“cheap” note that so frequently 
creeps into matter of this nature. 





A prrectory of general advertis- 
ers who are known to distribute 
literature or samples thrqugh lo- 
cal agents in various parts of the 
country is nublished by Will A. 
Molton, 442 St. Clair street, Cleve- 
land, Ohio. The number of names 
is not large, but the publisher 
says that it has been compiled 
from lists comprising 3,000 gen- 
eral advertisers of all kinds, and 
that this residue represents the 
cream of those who advertise by 
distributing. Blank spaces have 
been left after each state for addi- 
tions. The volume will prove use- 
ful to anyone interested in reach- 
ing the class of advertisers it 
enumerates. 

AN expensive booklet from A. 
E. Appleyard & Co., investment 
brokers, Cleveland, Ohio, is evi- 
dently issued with the purpose of 
promoting railroad bonds, collat- 
eral loans and investment securi- 
ties. An attempt has been. made 
to present the firm’s business with 
great dignity, with the result that 
the presentation is not at all clear 
or specific, albeit the booklet is 
pretty certain to attract attention. 
A straightforward presentation of 
the firm’s offerings and methods 
could have been made as digni- 
fied. and might have been more 
productive of results. It bears the 


imprint of the A. C. Rogers Co., 
Cleveland. 
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BUSINESS” is 
out of place in an advertisement 
unless there is a place for it. 


“FUNNY always 


THE Reading, Pa., Telegram 
uses paragrapns from PRINTERs’ 
INK on its editorial column with good 
sense and good effect. 


METHops are constantly chang- 
ing. The method that brought 
failure last year might, if tried 
now, bring success. 





Ott’s Store News, a little month- 
ly, four-page paper, published by 
W. H. Ott & Son, Eckert, Ind., is 
the only effective medium of ad- 
vertising a store that is situated 
twenty miles from a newspaper. 
A sub-title describes it as “a little 
paper full of timely talks,” and it 
answers to the description, being 
filled with live facts about what is 
evidently a very live store, even 
though it be somewhat off the 
main line. The editor is Edward 
= Barroll, ad writer, Farmington, 

0. 





“ADVERTISING Specialties” is a 
fnandsome, comprehensive  cata- 
logue of advertising novelties, is- 
sued by the F. L. Shafer Co., 263 
Dearborn street, Chicago. It lists 
a wide variety of paper cutters, 
match safes, pencils, thermomet- 
ers, diaries, leather goods, alumi- 
num oddities and articles generally 
used in advertising. 





From the Pittsburg Bank for 
Savings, Pittsburg, Pa., comes a 
series of single column newspaper 
ads in which banking by mail and 
the advantages of being thrifty 
are used as alternate themes. The 
copy and display are good. In 
a small booklet are given opin- 
ions regarding the bank’s growth 
from Pittsburg dailies and leading 
religious weeklies. The Pittsburg 
Bank for Savings was first to in- 
stitute the mail method of bank- 
ing, beginning its advertising cam- 
paign in 1898. Since then the de- 
posits have grown from $1,103,231 
in May, 1808, to $14,137,341 in May 
of the present year, or an increase 
of $11,034,110 in five years. Forty 
thousand depositors are now on 
the books. 








's 
It 
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Tue interview with Mr. John 
Adams Thayer, which the Little 
Schoolmaster publishes in this 1s- 
sue, is one that advocates of hon- 
est publicity will read with de- 
light. Mr. Thayer is the cnampion 
of clean publicity and he certainly 
deserves the appreciation of the 
public. The idea is big and sound, 
and one that brings honor and 
shekels as well. 


A FOLDER of information con- 
cerning the city of Pawtucket, R. 
L, and its one daily paper, the 
Evening Times, contains a detailed 
statement whereby it appears that 
the daily average of that paper 
for the first six months of 1903 
has been 16,193 copies. The Amer- 
ican Newspaper Directory accords 
the Times a figure rating of 15,- 
772 for 1902. It has also been in- 
vestigated by the Association of 
American Advertisers. The Times 
is one of five dailies in Rhode 
Island entitled to representation in 
the Roll of Honor. The Provi- 
dence Journal is already enrolled 
and the Woonsocket Call, Woon- 
socket Reporter and Westerly 
Sun also ‘nave the figure ratings 
needed for admission. 


One of the printing trade jour- 
nals tnat fills a real need is the 
International Printer, published at 
610 City Trust Building, Phila- 
delphia. It gives a great deal of 
attention to the development of 
color printing processes, the tech- 
nical sides of photography and 
photo-engraving, the designing of 
type-forms and ornaments in keep- 
ing with good artistic traditions, 
the application of art to commer- 
cial printing, and the ‘fistory and 
lore of typography generally. Its 
editors deal with typographical 
and lithographic art in a broad 
way, reproducing designs from old 
folios and manuscripts and demon- 
strating that the past of printing 
has much to bestow upon the pres- 
ent and future. Many fine color 
plates are printed monthly, and 
most of the information is at once 
curious, interesting and directly 
applicable. The International 
Printer might appropriately be 
called the “Scientific American of 
the typographical trade press.” 


Women are interested by tri- 
fles. If advertising to interest 
women, give the details. 





ADVERTISING has paid the Welch 
Grape Juice Company. This con- 
cern was founded at Vineland, N. 
J., in 1869, and moved to West- 
field, N. Y., in 1897 to take ad- 
vantage of the superior qualities 
of grape grown about that town. 
A large plant was built and the 
product more generally exploited 
in magazines. At the end of two 
years it was necessary to erect a 
large addition to the plant, giving 
it an annual capacity of 200,000 
gallons. Further growth necessi- 
tated another addition this sum- 
mer, and now as the grape season 
begins the company has a plant 
capable of preserving and bottling 
400,000 gallons of unfermented 
grape juice. 


WHEN an application is made to 
tne New York - Life Insurance 
Company for a policy, the appli- 
cant receives a personal letter from 
President John A. McCall express- 
ing the hope that the risk will be 
accepted and briefly outlining the 
manner in which the company is 
administered. The New York 
Life is purely mutual. Policy hold- 
ers elect the Board of Trustees, 
who elect tine officers, and the pro- 
fits of the company go to those who 
hold policies. This letter is ac- 
companied by a booklet in which 
a complete detailed statement of 
the company’s status is made— 
said to be a more complete state- 
ment of assets, liabilities and me- 
thod of administration than is giv- 
en by any other life company in 
the world.» Cash income, dis- 
bursements, assets and _ liabilities 
are scheduled, and there are lists 
of all government, municipal, 
State, railroad and miscellaneous 
bonds held by the company, a sche- 
dule of its real estate and a list 
of its mortgages, as well as photo- 
graphs of its buildings in New 
York City, St. Paul, Minneapolis, 
Omaha, Kansas City, Berlin, Vien- 
na, Paris, Buda Pest, Amsterdam 
and Montreal. There is also in- 
teresting matter regarding the 
company’s growth in foreign coun- 
tries. 
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UNNECESSARY space is an ex- 
iravagance. 


Work iis well under way on a 
new building for Doubleday, Page 

Co., wnich will stand in East 
Sixteenth street, a short distance 
from Union Square. The struc- 
ture will be six stories high, and 
the architecture and accessories 
will, to a certain extent, embody 
the underlying ideas of the firm’s 
two magazines—World’s Work 
and Country Life in America. 
The former will be typified in a 
novel treatment of modern steel 
construction, while plants will be 
used to give a note of green fields. 
A mechanical plant will be_ in- 
stalled for printing the magazines, 
but book-printing will be done 
outside. It is hoped tnat the 
building will be completed by the 
first of the year. 





THE possession of “backbone” 
is a prime requisite of success in 
advertising. The half-hearted man 
is sure to find publicity an un- 
satisfactory proposition. Where 
one advertiser loses by plunging, 
five fail from vacillation. The 
half-hearted advertiser is an ag- 
gravation to everyone with whom 
he comes in contact in a business 
way. Newspapers, advertising 
agencies and adwriters all fervently 
wish that he would either “stay 
in” or stay out. Seeing the re- 
sults others obtain from advertis- 
ing he wants to follow in their 
footsteps, but lacks the “nerve.” 
Plan out ever so good a campaign 
for him, and he cannot be persuad- 
ed to follow it out consistently. 
He must change a little here, 
weaken a little there, retrench the 
instant returns fall below his ex- 
pectations, throw propositions 
overboard half-tested. Sometimes. 
he capriciously alters the plan of 
campaign just enough to demoral- 
ize it, and turn success into fail- 
ure. Again. the half-hearted ad- 
vertiser will employ an advertise- 
ment writer, and so “doctor” his 
copy as to deprive it of all pulling 
power. The usual result of the 
alteration he makes on the adman’s 
copy is about like that which would 
be produced by having a journey- 
man kalsominer touch up a fresco 
by Titian or Veronese. 
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JIM DUMPS wants some younc lady. to 
make him Sunny Jim; object matrimony, 
FORCE, 236 HERALD. 


THE above ad was printed in 
the personal column of the New 
York Herald of August 23, 1903, 
and ought to interest Miss Minnie 
Hanff, the bright young lady who 
originally created Sunny Jim. 





Two excellent catalogues come 
from the Ralston Health Shoe 
Makers, Campello, Mass., both be- 
ing printed in 200,000 editions and 
addressed to consumers. The 
typographical execution of this 
literature is good, considering the 
purpose to waich it is to be 
put, while the arguments are brief 
and sensible, serving to show each 
shoe and make the reader familiar 
with its good points. “Our cata- 
logues are never expensive,” says 
one of the firm, “but we try to 
make them neat, and as strong in 
their reading matter as lies within 
our power. It is also a hobby 
with us to obtain good cuts. We 
believe our illustrations of shoes 
maintain a higher standard than 
those found in general cata- 
logues.” A packet of envelope 
fillers addressed to dealers con- 
tains the following wisdom on the 
subject of profits: 


There are two sorts of bigness in 
profits: big in percentage, and big in 
dollars at the end of the year; and 
the two don’t go together, they almost 
never go together. Moderate profits 
from reliable goods make friends and 
dollars when big ones make only cents, 
if indeed they don’t drive away trace 
and make losses. The old way, as 
we all know, is to go b pomestnges 
put forward goods on whic the per- 
centage of profit is large and say what- 
ever will sell them—with no regard for 
the truth and small respect tor our 
customer’s sense—while small percent- 
age goods are not introduced at all. 

e result—“Business is dull”—people 
soon “size up” such a store, confidence 
is weak—they distrust all statements of 
values—for a “burnt child dreads the 
fire,” and eventually the close profit 
man gets their patronage. If we turn 
right about, forget our per cent, buy 
goods that have won public confidence 
(well advertised goods which they feel 
they know something about are pretty 
sure to be of that sort), sell what 
your customers want, be content with 
moderate profits and quicker ~ sales. 
Tell the truth about your goods and 
you will count your money and your 
friends at Christmas. Be alive—adver- 
tise—get rid of the obstacles, the ob- 
stacles are DISTRUST. One word in- 
cludes them all. Make it down hill to 
your store from all directions and trade 
will flow in. 
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Never let a competitor get wind 
of what you intend to do. 





Tue New York News was not 
sold at auction on the day set, 
August 21, as Col. Wm. L. Brown, 
who owns 140 shares of the stock, 
obtained an injunction from the 
New York Supreme Court pre- 
venting the sale. The court de- 
cided that the sale of the paper 
would result in a sacrifice for tne 
stockholders rather than a saving, 
and a temporary receiver will be 
appointed on Col. Brown’s appli- 
cation unless Mr. Munsey brings 
action for the voluntary dissolu- 
tion of the corporation and the 
appointment of a receiver. Col. 
Brown wishes to be appointed re- 
ceiver of the paper, and it is be- 
lieved that he will get the appoint- 
ment unless Mr. Munsey, who 
owns 160 shares of tke stock, 
brings proceedings for a dissolu- 
tion. 





“SOMETHING About Colorado 
Springs and the Evening Tele- 
graph” is a neat booklet from that 
newspaper, giving a condensed ac- 
count of the rise and progress of 
the. city, some vital statistics of 
its present prosperity, and a his- 
tory of the fortunes of the paper 
itself, told with an absence of 
boasting that wins confidence. 
The company now controlling and 
managing the Telegraph took 
charge less than two years ago, 
since which the staff and facilities 
have been doubled. It is also 
claimed that the circulation has 
doubled, but as the former com- 
pany did not make a practice of 
revealing figures there is no way 
of judging of this. The Evening 
Telegraph’s new owners, follow- 
ing a modern policy, made state- 
ments to the American Newspaper 
Directory last year, and tne paper 
now bears a figure rating of 8,844 
for 1902, and is therefore eligible 
for the Roll of Honor. The only 
other general news daily in Colo- 
tado Springs is the Morning Ga- 
zette, which is also eligible. The 
city is the home of the Daily Min- 
ing Record, which bears the gold 
marks and is one of tne foremost 
authorities on mine affairs in the 
world. 


“Latin America and the United 
States” is the title of an inform- 
ing article in the Outlook, of 
August 15, by C. Mayer. Besides 
giving an intimate view of Span- 
ish-American character it deals 
with the insignificance of our trade 
in South America, and indicates 
ways in which it can be increased: 
Although South America is al- 
most virgin soil for American 
goods, we can never hope to in- 
crease our exports by our present 
business methods. With the ex- 
ception of some food products, in 
most Latin-American countries 
our goods are sold by catalogue, 
or through export companies; and, 
consequently, little is bought ex- 
cept specialties—such as_ tools, 
clocks, bicycles, shoes, patent 
medicines, etc.—which cannot be 
bought in other countries, or are 
so superior and cheap that they 
market themselves. Very few 
American manufacturers send rep- 
resentatives to these countries, and 
such representatives as they do 
send generally speak Spanish in- 
differently. They ask terms such 
as are customary in the United 
States; they do not seem to con- 
sider that the Spanish merchant is 
insulted if you try to sell for cash 
or on thirty days, and that he 
thinks this is a reflection on his 
credit; other foreign merchants 
are satisfied to sell their goods; 
they know the Spaniard always 
pays. Goods are not sold at a 
price which will not allow a mar- 
gin for extra time. Cotton and 
linen goods, now mostly bought 
in Spain, could be sold by Ameri- . 
can houses if they would study 
tne patterns and styles of South 
America. While we may prefer 
plain designs and pale tints, they 
are fond of gaudy plaids and 
bright colors. I think there is not 
a yard of cotton print manufac- 


tured in America which would 
suit their taste. Thousands of 
cases of English and Swiss 


condensed milk are sold in 
South America; whereas American 
brands, far superior in quality and 
purchasable at the same price, are 
unsalable. The English and Swiss 
condensed milk is labeled in Span- 
it the American brands in Eng- 
ish. 
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STREET CAR ADS. 
By F. Stanley Shaw. 


In street car advertising as in 
all other publicity methods, the 
first and absolutely essential mat- 
ter is to attract attention, next 
to hold it, and then to convince. 

In conducting experiments to 
determine the relative value of 
street car advertising, a rather dif- 
ficult problem had to be met in 
determining some method tnat 
would furnish results without al- 
lowing each subject to become 
aware of the end aimed at, and 
thus influencing conclusions. The 
writer numbers among his ac- 
quaintances some 75 or 100 people 
who are patrons of “L” and sur- 
face lines. On every possible oc- 
casion these people were led to 
talk on the signs they observed 
in street cars, and a memorandum 
was made of the results thus ob- 
tained. In all, 85 people were 
questioned, thirty-two women and 
fifty-three men. 

The general line of questions 
was as follows, though the exact 
forms here given were seldom ad- 
hered to: 


1. What is the cleverest ad you 
have noticed while riding in the cars? 

2. What ad has ever influenced you 
to buy the article advertised? 

3. Are there any ads that you al- 
ways look for when entering a car? 

4. Do you remember street car ads, 
or do you read those that interest you 
and then allow the matter to pass 
from your mind? 

5. oes an illustrated ad catch your 
eye quicker than one of plain type mat- 
ter? 

The greater number of these 85 
people were questioned during the 
time the “Sunny Jim” and “Omega 
Oil Philosophy” advertising was at 
its heigint. 

Among the advertisers repre- 
sented in the cars at that time in 


an addition to the two named 
were: 

Johnson’s Anodyne Liniment: W. B. 
Corsets; The Lackawanna Railroad; 
Bermuda Steamboat Line; Quaker 
Oats; (“The Smile that won’t come 
off” series); Sapolio (the ‘Spotless 
Town” series); Hand Sapolio; Mac- 
beth Lamp Chimney;  Cero-Fruto; 
Uneeda Biscuit; Brotherhood Cham- 
pagne: Pearline; Red Raven Splits; 
The Saks Store; F. P. C. Wax; Pian- 


ola; Pearl Wedding Rye: Fairy Soap; 
Stainoff; O’Sullivan’s Rubber Heels; 
Harper’s Magazine; Korn-Krisp; Cook’s 


PRINTERS’ INK. 


Flaked Rice; Sa-Yo and Postum Food 
Coffee. 

To question No. 1, seventy-two 
people stated the “Sunny Jim” ads 
to be in their opinion the clever- 
est they had noted. Six people 
thought the “Quaker Oats” the 
cleverest, while four named the 
“Spotless Town” series (these ads 
were at that time pretty well worn 
out), and the remaining three were 
scattered on the “Lackawanna 


@ 


Railroad,” “Uneeda Biscuit,” and 
e 


the ‘* Bermuda Steamboat Line.” 

To question No. 2, twenty-seven 
women named the Macbeth chim- 
ney ads, as having caused tnem 
to ask for that brand; four men 
had bought “Omega Oil” from be- 
ing attracted to it through suffer- 
ing from a sprain or rheumatism 
at the time of seeing the car ad, 
and one poor lone woman had 
hought “Hand Sapolio” because of 
the advertising. None of the re- 
maining fifty-three people ques- 
tioned could ever remember hav- 
ing bought or patronized because 
of reading a street car ad. 

The answers to question No. 2 
form an interesting object lesson 
when compared with those received 
to No. t. “Sunny Jim” would 
seem to have been “clever” but 
not particularly convincing; in a 
word—publicity, nothing more. 

Forty-seven people gave as an 
answer to question No. 3, that they 
always looked for the “Sunny 
Jim” ads when entering a street 
car; nineteen people looked for 
the “Omega Oil Philosophy” ads, 
and two looked for the “Spotless 
Town” series. The remainder 
who were interrogated did not 
find street car ads of sufficient 
interest to ever take the trouble to 
look for them. 

Question No. 4 brought fort’ 
eighty-two people who thought 
they remembered “Sunny Jim,” 
“Omega Oil,” “Quaker Oats,” 
“Uneeda Biscuit,” “Sapolio” and 
the ‘‘ Bermuda Steamboat Line.” 

To the fifth and last question 
every one of the thirty-two women 
thought her eye was caugint quick- 
est by a picture; forty-one men 
also spoke for pictures, and twelve 
men were undecided as to which 
caught their attention quickest. 

The answers to question No. 5 
are especially interesting when 
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compared with those received in 
answer to No. 3. 

One fact stands out above all 
others: the street car advertising 
as now conducted gives publicity ; 
but seldom sells goods. The Mac- 
betn chimney ads seem to argue 
for the fact that when properly 
prepared it can be made to ofcen 
sell merchandise. 

Another fact brought out is that 
there was not one of these eighty- 
five people interviewed who had 
not been attracted by some of the 
street car advertising, therefore 
tnis method would seem to have 
a distinct value in spite of its many 
detractions. 


Satna - 
A PACIFIC COAST SUGGESTION. 
New York, Aug. 24, 1903. 
Editor of Printers’ INK: 

In view of the fact that out of the 
list of the ‘““Three Dozen Dailies” men- 
tioned in Geo. P. Rowell & Co.’s ad- 
vertisement twenty-five are evening pa- 
ers, it seems that in your selection in 
San Francisco the Evening Bulletin 
should have been included. Just why 
the evening paper should have been 
overlooked at that point 1s not appar- 
ent, as in no section of the United 
States does an evening paper possess 
greater advantage over its morning 
contemporaries than does the Bulletin 
in San Francisco. The difference of 
three hours in time between San 
Francisco and New York (it_ be- 
ing but two o’clock in San Fran- 
cisco when it is five o’clock in New 
York) gives the Evening Bulletin the 
advantage of publishing at the close 


of the day the record of events on 
the same day in which they occur, and 
which are also published in the fol- 
lowing morning’s San Francisco pa- 
pers. All the London cables, the 
complete news of this country, the 
reports of the Eastern market. Wall 


Street, etc., are found in the Bulletin 
the same dav. It is the taking ad- 
vantage of this unique situation as re- 
gards time, and giving to San Francisco 
the news twelve hours in advance of 
the morning papers, that has given the 
Bulletin so strong a following and so 
largely increased its circulation and 
its local and its forefen advertising. 
Tt is the oninion of leading advertisers 
and advertising agents who have re- 
cently visited San Francisco that the 
Bulletin’s progress during the nast few 
years has been more marked than that 
of any other San Francisco paper. The 
teports furnished the American News- 
paper Directory show that the Bulletin 
has steadily grown from an average 
daily circulation during 1806 of 27,- 
742 to an average daily circulation of 
49,159 during 1002, indicating progress 
and an appreciative public. The circu- 
lation of the Bulletin is more concen- 
trated than is the output of any other 
daily at that point, and many advertis- 
ers use it exclusively for the reason 
that they can thereby cover the ter- 
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ritory within a radius of 150 miles of 
San Francisco more effectively and 
economically than they could by the 
use of any other one daily paper at 
that point. 

It would seem that the Bulletin, in 
connection with the Examiner, which 
latter paper already has a piace in this 
list, would be a fitting selection for 
San Francisco, as it would include the 
leading morning and the leading even- 
ing daily of the Pacific coast. 

ours, ° La Coste, 
(alia 
FROM OUR NEIGHBORS. 
No. 8 Spruce St., N. Y., 
August 26, 1903. 
Editor of Printers’ INK: 

I was interested in the interview 
with Mr. M. Lee Starke regarding ad- 
vertising solicitors in your issue of 
August 5. What Mr. Starke says of 
the opportunities in the advertising 
field for bright young men is very true. 
There are few commercial lines that 
offer the financial reward as does the 
advertising line for men of ability 
combined with intelligent effort. There 
are still further opportunities in the 
advertising field in which some of 
your readers may be interested. The 
advertising department, especially of a 
daily paper, is a distinct branch of 
the business and easily placed under 
separate management. Men who are 
capable of taking full charge and as- 
suming the responsibility of the adver- 
tising can no doubt find many propri- 
etors who would turn their advertising 
departments over to them on some lib- 
eral and equitable basis. Take two 
men, for instance, who work well fo- 
gether, one in charge of the inside 
work and the other the outside work. 
If they possess the ability to organ- 
ize and handle a large force of so- 
licitors there is almost no limit to the 
amount of business they could produce 
for a strong medium. 

Concentration of effort is one key 
to success. The advertising manager 
of a large publication has no time or 
thought for other branches of the 
work. The proprietor or publisher’s 
time is necessarily divided among all 
branches of the paper and he cannot 
keep in touch with the details of any 
one department. My own experience 
tells me that it would be a great re- 
lief to have the advertising under 
separate and _ distinct management. 
Such an arrangement would leave the 
proprietor free to supnort the adver- 
tising men with an active campaign in 
the editorial and subscription depart- 
ments, and the combined results could 
not fail to be of great benefit to any 
paner. 

In my opinion this branch of the 
advertising work offers great opportun- 
ities for men of experience and high 
grade executive ability. Many a spe- 
cial agent and many so-called agencies 
could materially add to their incomes 
by concentrating their efforts on one 
good medium with an assured percent- 
age, instead of dividing their time 
among so many mediums and splitting 
commissions to secure orders. 

Very truly yours, 
. O. Haynes, 
Publisher New York Commercial, 
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A CHANGE OF POLICY. 


An interesting experiment in re- 
tail clothing advertising is being 
conducted by G. N. Vincent, who 
has two stores in New York City 
-~one at Broadway and Twenty- 
second street and another at Sixth 
avenue and Twelfth street. After 
sixteen years of successful busi- 
ness, during which period he has 
built up a fine trade through ad- 
vertising along old-fashioned lines, 
he is now using bright talks in two 
evening papers—the Sun and 
World. These talks are prepared 
by the Cheltenham Press from ma- 
terial furnished by Mr. Vincent, 
and embody two features that are 
somewhat new. First, each tells 
an incident of store news. Second, 
the capital “I” is used throughout, 
with the regular heading “Vincent 
Says.” The space is small, aver- 
aging thirty lines, single column, 
and the ads appear but twice a 
week in the Sun and three times a 
week in the World. To give this 
modest amount of advertising the 
greatest effect it has been thought 
wise to use the first person singu- 
lar for the purpose of making it in- 
dividual, as well as upon the prin- 
ciple that the business man, know- 
ing more about his goods than any- 
body else, should talk about them 
directly, giving them the weight of 
his personality and _ convictions. 
This advertising is of the “clever” 
school, and quite different from 
the many forms of retail clothing 
advertising that have appeared 
from time to time to time in New 
York dailies, the battleground of 
the cleverest retail clothing pub- 
licity in the world. One of the 
first little stories printed was about 
John L. Sullivan: 


Vincent Says—I have a little fact of 
interest to record to-day. John L. Sul- 
livan was in to get a few clothes and 
we got his measurements. They are: 
Chest, 48% inches; waist, 491% inches; 
leg, 32% inches from fork to heel. 
Hard to fit, but we did it. 

Others deal with similar inci- 
dents: 

Vincent Says—Last week a little ten- 
year-old chap was fitted at one of my 
stores with a ready-made suit. Yes- 
terday I got a letter from his mother 
saying that he would be in to-morrow 
to be measured for a school uniform. 
(Maybe you do not know it, but the 
making of uniforms is the height of 
tailoring craftsmanship.) I enjoy such 
incidents as this because it shows that 
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my goods win on merit. I have things 
for little folks to-morrow all the way 
from $3 up, at Sixth avenue store only. 

Vincent Says—The Bertillon system 
may be interesting from the viewpoint 
ef science, but the tailor who measures 
men by the hundreds gets more varied 
information. Last week I made a frock 
suit for a man whose chest measured 
56 inches and his waist 61. (Remem- 
ber that 61 inches is over five feet.) | 
fitted him, too—big men and little men 
can be fitted here. 

Vincent Says—The U. S. Govern- 
ment is about as critical a customer as 
a man can have. Its experts want to 
know all about a fabric, and they test 
it in every known way. Just now I’m 
making some uniforms for the Customs 
House Inspectors out of blue serge. 
The serge has been approved by the U. 
S. Government, and it is the same that 
I have for my regular customers. | 
really think that my blue serge suits at 
$15 are the best on the market. 

Sometimes there is a point about 
which it is best to be frank, as in 
the following: 

Vincent Says—In a little spot in Ire- 
land, near Athlone, the peasants make 
a living by weaving on hand looms a 
light, porous cloth known as “Home- 
spun.” Its beauty lies in the irregular- 
ity of the effects of its designs, but I’m 
frank to admit that it does not wear 
as well as some other fabrics. But it 
is full of style, and made to order costs 
but $30. 

_This advertising has been run- 
ning since the first of June. 
Before it began Mr. Vincent used 
the Sun and World nearly a year, 
printing ads of thirty lines that 
contained nothing but bare infor- 
mation. Here is a specimen: 


Special 
Cheviot Suits, 
$15. 


Something new, a $15 
Suit ‘that will fit and 
will keep its shape. 


VINCENT, 


Sixth Ave., cor. 12th St, 
re B'way, cor. 224 St- ‘ 


“The new series was adopted on 
the advice of the Cheltenham 
Press,” he said to a Printers’ INK 
reporter. “It is entirely different 
from the advertising that I have 
used for sixteen years, but as it is 
meant to accomplish a different 
work I intend to give it a thorough 
trial. My proposition has changed 
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in the past year. In 1887 I began 
business at Hudson and Perry 
streets, in a store twenty by fifty 
feet in area. My capital amounted 
to $1,200. I was _ twenty-three 
years old, and had a knowledge 
of the retail clothing business. I 
had never advertised, but believed 
in publicity, and the first thing 
I did was to cut little squares of 
fabric from the waste of the tailor 
shop, pin cards with my name and 
address and a price on them, and 
distribute them about my immed- 
jate neighborhood. This brought 
excellent results, and after six 
months I began to distribute circu- 
lars over the same territory, grad- 
ually increasing it until I had got 
as far as it was possible to draw 
customers. I reasoned that, while 
I had a good stock at fair prices 
in a neighborhood containing 
thousands of men, I could not 
expect them to take an interest in 
my business unless I told them 
something about it. But I confined 
my advertising to the immediate 
neighborhood, knowing that mine 
was strictly a local proposition. At 
first I hired a boy to do my dis- 
tributing, but he proved dishonest. 
Then I got a man who worked 
faithfully, and kept him distribut- 
ing day in and day out by the year. 
In three years I outgrew my store. 
The last year’s business reached 
$40,000 gross. I moved to my pres- 
ent store at Sixth avenue and 
Twelfth street and continued the 
same methods, avoiding the terri- 
tory east of Sixth avenue, but cov- 
ering west as far as the North 
River and north and south tor 
twenty-five blocks. This advertis- 
ing paid so well that I presently 
added billboards in this territory, 
and during the past thirteen years 
I have built up a profitable business 
there. Newspapers were out of the 
uestion. Circulars and billboards 
id it all. I wrote my own circu- 
lars, got them out in cheap form, 
and the service cost me about $100 
a month, altogether, printing and 
the wages of two boys, with a man 
to look after them. With billpost- 
ing I spent an average of $2,000 
a year for the Sixth avenue store. 
© people read circulars? Yes— 


. emphatically. I think that it is 


wrong to underrate circulars. This 
form of advertising is neglected— 


perhaps because it has no active so- 
licitors to present its advantages, 
as with papers and street cars. 

“A year ago I took the store at 
Broadway and Twenty-second 


VINCENT says 











street, and immediately found that, 
while it was possible to advertise 
locally in this neighborhood by 
means of boards and circulars, 
there was also a wider field to draw 
from. <A store on lower Sixth 
avenue is out of touch with the 
people who buy on Broadway, and 
who come from every part of 
Greater New York, as well as 
out of town. It was apparent 
that I must use the daily papers to 
cover the whole city, so I began 
running the thirty-line display ads 
in the Sun and World twice and 
three times a week. I also took 
space in 700 surface cars. This 
is no great amount of advertising 
in a city like New York, but it was 
all that I feel warranted in taking 
experimentally, and I have faith 
that it will prove effective in time. 
It naturally takes longer for small 
ads to make their way, bringing me 
before the great public, than would 
a display costing a hundred thous- 
and dollars yearly. Yet I do not 
consider these small ads lost, but 
believe that they will make them- 
selves felt and pay returns. I am 
frank to confess, however, that a 
careful record kept in my stores 
for two months this year showed 
that customers were chiefly in- 
fluenced by circular advertising. 
The change to the form of adver- 
tising recommended by the Chelt- 
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enham Press was made because I 
distrusted the method I was using. 
A small newspaper ad that is con- 
fined to a phrase or two about 
cheviot suits at $15 will bring the 
man who has already made up his 
mind to buy a suit and who is 
looking for information about 
prices and materials. The clever 
little talks may not bring that man, 
but it is my theory that they will 
impress my name and stores upon 
the greater public gradually, so that 
the man who wants a suit a year 
from now will know Vincent and 
consider him in making his choice. 
This form of advertising has 
brought more comment from 
friends in a month than the old 
ads did in a year. But will it 
bring customers? That is the ques- 
tion. My circular advertising 
brings me twice as much business 
as the papers or cars, and at half 
the cost. Each of these mediums, 
however, is adapted for reaching 
a different class. Neither would 
accomplish the other’s work. The 
newspapers and cars represent a 
long arm, while the local advertis- 
ing is a short arm. If, after a 
fair trial, I find that it is more pro- 
fitable to secure business with the 
short arm that has stood me in 
good stead so many years, I shall 
abandon the papers and cars, in- 
creasing my billboards and circu- 
larizing service. But I shall give 
the new mediums a thorough trial, 
especially the store talks. If my 
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advertising has been mossgrown, 
though bringing results, I want to 
know it and adopt better methods, 
Until the past three months I have 
written practically all my own ad- 
vertising, endeavoring to put my 
personality in it. I have been a 
constant reader of Printers’ INK, 
and have found it always of the 
most direct benefit as a stimulus 
and suggestor.” 

As the ad writer puts human in- 
terest into his ads he puts cash 
into his employer’s till. 

or 

THE most successful advertisers 
of to-day are those who have learn- 
ed the value of specializing. 

THE handsomest and best news- 
paper that money, brains and mus- 
cle could make would not be im- 
mune from the advertiser’s cold- 
blooded inquiry, ‘* What’s the circu- 
lation?’’ The Gazette sells very close 
to 12,000 papers among about 60,- 
000 people and we think the fact is 
worth proclaiming abroad .in the 
land. We are proud of it. This 
tariving city of Schenectady 
swarming with well paid people, 
where the per-capita money circu- 
lation is the largest in the United 
States, we believe is a good enough 
place for any advertiser’s money 
and few that have tried it and tried 
it right have any reason to think 
otherwise. — Leaflet Schenectady, 
N. Y., Gazette, July 31, 1903. 











known in existence ape 2 
canvassers, advertisers who 


00D Sense, Good Health, Integrity and 
Industry are the Only Capital Required. 


Ours is a well equipped Advertising Agency, the oldest and best 
As it has not been our practice to employ 
wished our services have been oblig 


to 





seek us out and send in their orders. This is not the modern way, and, 
as a consequence, we are not in as close touch with our customers as we 
ought to be. We need competent, efficient outside men to represent us. 
Tosuch a man, who controls or can bring business, we will give fifty 
per cent of the commission allowed by the rewspaper publishers. For 

he other half of the commission we furnish the necessary clerical 
force and other facilities, do the correspondence and assume all risk of 
loss on contracts accepted. This is the usual arrangement between ad- 
prceene | agent and canvasser,and the canvasser gets the best of it 
eve me. ‘ 

‘© one or two men who can qualify, as above required, and prove 
themselves competent to sustain the credit of the house and who have 
an ambition to become successors to the Geo. P. KOWELL ADVERTISING 
AGENCY, 10 Spruce St., New York, we are willing to dispose of our 
Advertising Agency Department. 
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JACKSON DAILY CITIZEN. 
Jackson, Mich., Aug. 20, 1903. 
Editor of Printers’ INK: 

Dear Sir: In your issue of August 
5. was an interview with M. Lee Starke, 
the special representative, that could 
not help but be of value to those who 
create advertising. Mr, Starke states 
that the old-time solicitor has fallen to 
the rear, and is now replaced with men 
of more modern ideas of business meth- 
ods. If this is true, it is only among 
those that fail to heed the teachir-ys of 
the Little Schoolmaster for the past 
quarter of a century, as I have never 
seen anything in it that indicated that 
beer or cigars were necessary in se- 
curing advertising contracts. I have 
been a close reader of Printers’ INK 
for the past fifteen years and found 
many valuable suggestions that have 
aided materially in demonstrating to 
business men the many advantages de- 
rived from thoughtful and careful ad- 
vertising, and that this has paid is evt- 
denced from the cash book of the Daily 
Citizen. Three years ago I assumed 
the positjon of advertising manager of 
this paper, and the first year indicated 
an increase of over $7,000, and the 
second an increase of $11,500, over my 
predecessor. I am naturally proud of 
the showing, for the advertising man 
before me was considered strictly first- 
class, and I attribute the result | Bae 
to the fact that I have been a close 
student of Printers’ INK and other 
publications of the kind for over fif- 
teen years. 

Any solicitor that can show the bus- 
iness man how to increase his trade, 
and can offer suggestions to that end, 
will always find an attentive listener 
who will become his customer and 
friend. These results can only be op- 
tained through proper knowledge and 
ractical experience, and the Little 

choolmaster seems to furnish these 
lessons to a very marked degree, 

I shall be pleased to hear more from 
Mr. Starke, as he is really acting as 
a public benefactor to the advertising 
solicitors and business men. 

Yours very truly, 
B. J. KIncsTon. 


——_+@2__ 


A CORRECTION. 

_ St. Louis, Mo., Aug. 19, 1903. 
Editor of Printers’ INK: 

We noticed with a good deal of 
pleasure that you published quite an 
article about our company in your is- 
sue of August 5. We appreciate the 
compliment paid us by such a notice 
in your columns. Please accept our 
thanks. We desire to call your atten- 
tion to some errors in the figures 
quoted. The folder which the article 
mentions was evidently not up to date. 
Our capital is $1,000,000 instead of 
$600,000, and, as shown in our annual 
statement of December 31, 1902, Our 
net admitted assets are $1,851,628.92 
instead of $960,000; our reserve $694,- 
490.76 instead of $230,000, and our 
premium income last year was $1,396,- 
367 instead of $46a,000. We. paid last 
od about $635,000 in losses instead of 


Snr. 
ill you kindly publish a correction 
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accordingly in your next issue? Credit 
insurance is probably attracting more 


attention in commercial circles at pres- 
ent than any other subject, and as 
Printers’ INK circulates extensively 


among our patrons, the figures as they 
appeared in the article referred to are 
apt to have an unfavorable influence 
on our business. 
Yours respectfully, 
Tue AMERICAN CREDIT INDEMNITY Com- 
PANY OF NEW YorK, 


—_————+oo—__— 
Classified Advertisements. 


Advertisements under this head two lines or more 
without di y, 0 centsaline. Must be 
n in one week in advance. 


WANTS. 

RACTICAL ADVERTISING MAN seeks - 

grade Proportion: Forcible writer; .ten 
years’ exp. “ ECUTIVE,” care of P. I. 

mest ct ass newspaper advertisi: 


of 25 years’ experience and 
ences at liberty. 


solicitor 
of refer- 
JAY CLARK, Pontiac, Mich. 


More than 215,000 copies of the morning edi- 
IVI tion of the World are sold in Greater New 
York every day. Beats any two other papers. 


EW mail-order concern wants sample copies 
and rates of live publications. N- 
TINENTAL SUPPLY CO., 216 3d Ave., New York. 


OUNG man of original ideas and ability to 
write up — ads. ould accept a 
position or write up single ads. “K.,” care of 
ters’ Ink. 


ADVERTISING SOLICITORS wanted. Active, 

bright, business getters. Good commission. 
Old_ reliable — parer. Address RETAIL 
DRUGGIST, Detroit, Mich. 


GENTS wanted to sell nail files and tooth- 
picks in leather cases as advertising novel- 

ties on 25 per cent commission ; samples of each 
10 cents. J.C. KENYON, 5 Lake St., Owego, N.Y. 


IDE LINE—Two best selling novelties of the 
age ; carried in vest pocket ; takes a minute 
to show them. Samples, 10 centseach. Booklet 
free. te territory covered. G. P. COATES 
CO., Uncasville, Conn. 


AS SOLICITORS wanted for pro- 

mme work Boston Theatres. Yearly 
situations for hustlers. Must be experienced 
and highly recommended. Address, stating 
references, salary expected and experience. 
“G,” Box 25, Melrose, Mass. 


PCRmseEes OF HIGH-GRADE MAGAZINES 
OR FIRST-CLASS TRADE JOURNALS—I 
want a position with you as business manager or 


advertising manager. Sa. $3,000 or | with 
reentage of profits. Best references. tis- 
Pa Address G. P. TALBOTT. 


action guaranteed. 
Jacksonville, Florida. 


ANTED—Position as editor or business 
manager of small city daily, with option 
on an interest ; experienced printer, newspaper 
man and ager ; y ed d ; m 
sober, steady, faithful. industrious. ‘If taking 
full business cea yee would give bond. 
Want permanency in good town. West pre- 
ferred. “C. N.,” care Printers’ Ink. 


ey solicitor wanted in every town to act 
as representative for large company and 








ing scheme ever h of. $100 soy easy for 

ahustier. Send $1 for particulars and as 

antee of h. Money back if not as rep- 

resented. Write to-day and be first in the field. 

«“G.,” P. O. Box 2, Dept. 8, Melrose, Mass. 

A DAILY newspap ds g al ager to 
control purchase supplies, salary list and 


finance, Must purchase interest 3-5 thousand. 
Salary five thousand. “‘ PARTNER,” care Print- 
ers’ Ink. 
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Ts GOLFER will engage the services of on an 
advertising solicitor who can get bi 
Address THE GOLFER, 150 Fifth ave., New York. 
I Wt 1 ~ po ye WANTED.—A well 
known maga’ esires a high-class ad- 
vertising man, — who had considerable 
experience an 
Must furnish first ¢ class reference. Only such 
need apply. Large salary paid to right man. 
Address, J. F. 
P. 0. Box 1173, New York City 


ANTED—Man for Publication Department 

of a large New England hardware manu- 

facturing company. Must be able to write ad- 

vertising matter of all kinds and be'a good 

judge of cuts and printing. Give references. 

State salary desired. NEW ENGLAND, care 
Printers’ Ink. 


Fe WRITERS, especially be- 
ginners, will have an exceptional re) — 





nity to demonstrate their ability an ake 

money by writing to us. We will tell you rhow 

to start a business of your own at home which 

will do more to establish your reputation as an 

gare ¢ than years of ordinary experience. 
te 


a4 WELLS & CORBIN 
Suite 608 B Biedeipiia. Bidg. ne 


A ith = os cee J ! it 
w our present position or salary 
not, write uf for plan and booklet. We have 
openings for managers, secretaries, advertisin; 
=e newspaper men, salesmen, etc. Technical, 
clerical executive men of "all kinds. High- 


grade exclusive! 
Araoops | (INC.), 
Suite 509-309 B 
Guise oy Penns: ive: 


Monadnock fine + Chi 
Suite is, ‘Williamson Bidg., Clevela nd 





MAILING MAC: mM ACHINES. 


HE DICK MATCHLESS MAILEK, lightest and 
uickest. Price $12. FS, VALENTINE, 
Mfr., 178 Vermont St., Buffalo, N 





<> —_—__—_—_ 
DESIGNERS. 
ESIGNS oat feaspetions in colors and black 
and white for all purposes. cr KINSLEY 
STUDIO, 220 Broadwagr New Yor! 
ities 
ENGRAVING. 
NGRAVING, (line, half-tone, eal. wood 
hi ing one artistic print: ae 
KINSLE DIO, 220 Broadway, New York. 
ENGROSSERS. 
ee ond iumineting - somegite 
certifica HE 


testimon 
KINSLEY STUDIO, 220 Broadway, Son York. 





CARBON ‘BON PA PER. 


wit paper anditr a a limited amount of carbon 
t writer ribbons for gover 
tising ‘opnes. ¥ seen scan Box 672, N. Y. 


~~ BOOK! LETS, 


E_ write, desi e vi a t for 
klets. coy Pa rt order oJ all. 
THE KINSLEY STUDIO, 2) Broadway, New York, 


—— +o a 


STOCK CUTS. 


Hew a sheet showing sixty silhouette stock 
cuts, in three sizes, one, two and six inches 

Glad to send you one. STANDARD, 61 
= rst” New York. 


ILLUSTRATORS AND ILLUSTRATIONS. 


H. ognion S00. Wood Engravers. 10 Spruce 
New York. Service good and prompt. 


[Hostnarixo, designing, ete., for gover 
book .;- » and creste. THE KINSL 
STUDIO, Broadway, New York 
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CALENDARS, 


OST artistic line of adverti: 
ever offered. Write for price 
BASS: «8 


45 Beekman St., New York City. 


f calendate 


HOTELS. 


HE LITTLE HOTEL WILMOT in Penn 
Square, Pay ae. zante the discipies 


NK to do thin 
THE RYERSON’ we JENNINGS CO. 


LITHOGRAPHY AND TYPOGRAPHY. 


ERTIFICATES, Donte, Diplomas, Lette: 

/ heads, st0., tig , lithographed and to oe 
completed As Send for camnples. 
ALBERT B. ING & & Co , 7 105 William 8t., N.Y 








period t AS Sera 
LOOSE LEAF PRICE BOOKS. 


OOSE-LEAF PRICE BOOK. 
Practical, compact, serviceable. Ruled and 
indexed. Leaves easily removed or added. Sent 
onapproval. KING & CO., 10 William St., N. ¥ 


——- +o 
ELECTROTYPING. 


E make the electrot for PRINTERS’ INK. 
We do the electrotyping for soene of the 
largest advertisers in the country. Write us for 
rices. WEBSTER, CRAWFORD & CALDER, 45 
ose St., New York. 


pea) an 
NEWSPAPERS APERS WANTED. 


N New La State, quick uick. Both daily and 
weekly pro ve buyers on deck for 
reliable ropenitions at equitable prices. HH 
i? F. DAVID, the 





original ae A Abington, M 





COIN CA IN CARDS, 
$2 PER. 1,000 jarger arger lots at_lower prices. 
ACME COIN M MAILER CO., Burlington, la. 


$ ess for m more ; any printi 
THE GOIN Wik WRAPPER CO. Detroit, Mic 





PREMI IUMS. 


UBLISHERS who want a good premium free 
write L. B, BAKER, 17 Quincy S8t., Chicago. 


R25 — a goods are trade builders. Thou- 

v ve premiums suitable for 

publish — sand others from the foremost makers 

and wholesale yg in ~~) and kindred 
strated c 


lines. 500-page e, 
published annually, iy, Saat issue now ready; free. 
. F. MYERS CO.. 46w, 48-50-52 Maiden Lane, NY A 


TRADE Jo ORNALS. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000, 253 Broadway, New York. 


OR A FEW DOLLARS each week Trade 

Papers may have a are of eatheee’ 

to relieve the oO! 

consisting of original humor, ancodotes metry, 
and general matter conforming to 


Spicy New York letter furnished new: 
h week, at arate within reach of nepananers 
“J. G..” ” care Printers’ Ink. 








DECORATED 1 TED TIN BOXES. 


‘Tse ofttimes sells it. 
You cannot im ne m4 beautifully tin 
boxes can be decora‘ and how cheap they are, 
until you get our samples and quotations. Last 
year we made, om = any other things, over 
eline boxes and cay Rend for the ti ta te 

end for the tin re- 
minder called “ De it Now.” It is free; rr are 


“es beat tay = N WSrOpEER COlipany, 





Broo 
er Son ‘makes of Tin Boxes p= +A by Of the 
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eae = 








FOREIGN ADVERTISING AGENTS. 
| ag ADVERTISING. We can tell 


STOREY- 
Dar UBLICH te ede: En c 


COLLECTIONS. 
AD iy. COLLECTED on peveentage basis 
oe Fair treatment art sorta Ena 
AND NIGHT at apyues: TMENT N., 


ave., Chicago, Il 
ILLUSTRA TORS AND SA A “AND ENGRAVERS. 


“—-* Engraving Plants, $10. Next 
M best nalts mes. No artist re- 
ired to, to reproduce 7) rom a, 
poe exact, enlarged, or red Cir- 
culars free. *MULTIPLATE ENG. CO» Columbus 
Grove, 0. 


—-_.+——_+—__—_ 
BUSINESS OPPORTUNITY. 
yeeersres man can buy intercst in Demo 


ratic semi-weekly new = —_ ob 
cash f arranging 


office in Kentucky city of 7, ee eer 
established ’68 
= f ictiding and 


to start as a; 
plant. address * a Oe ” care Printers’ Ink. 





interest 


—_ ++ 
ADDRESSING MACHINES. 


poaneine MACHINES—No type used in 
A’ Wallace stencil addressing machine. A 
card lex system of addressing used by the 
largest publishers ERT, ere the country. Send 
for circulars. WALLACE & CO., 29 Murray St., 
New York. 


LINOTYPE METAL MOULDS. 


ERFECTION WATER-COOLED MOULDS. 
They’re s ly—save time in pouring the 
metal. ey’re economical—lessen chance £ 
burning the metal. Price moderate. And they’ 
durable. Perfection a Metal is the 
there is. Write for our Lore oa 
ment,” It tellsall about Finsae WB iH. 
FORD & CO., 54-70 70 No. Clinton St., » “A 
Tower of Strength.” 








PRINTERS. 


OOKLETS by the million. ae for booklet. 
STEWART PRESS, See 


‘ATALOGUES printed in ies quantities. 
Write STEWART PRESS, Chicago. 


RINTERS. Write R. CARLETON, Omaha, 
Neb.. for copyright lodge cut catalogue. 


| by Pah are not satisfied where you are, try us. 

rating ‘promptly and matactoriy CRON 
romptly and satis ON 

printing co.. “ 15 Vandewater St., ow York. 





BOOKS. 
GOOD ads for a_groce! store $1.00 
10 BAIT PUB. CO., ‘Toronto.Can. $ 


RINTER’S HELPS AND HINTS, 25c. Circular 
free. KING, Printer, inter, beverly, Mass. 


¢*r[ HEORY and and Praetios o of Aaverticina,” om 
—_ lete lesso! 


paper cover ed conta, cloth $1. GEORGE 
Wwat IE mare Hs, loth Dept. P. 
Middleburg, Pa 


ee M*, ADVERTISING F PARTNER,” a book 
4 for merchants and advertisers who 


write their own ads. 140 of spicy bee 
lines, catch ae ents, 
By mail,$i. H.C. RO ROWT. lie ar Pubat ‘Columbus, 0. 


TBEae ton re isa reason for ever everything. The reason 

ecesstu it Advertising ’ ” is Qi its 4th edi- 

tion is helpful, low 

priced and authoritative. A a fF 4 
YY to guide a correctly wi 


1 be fi 
postpaid. LINCOLN T rt B. 
00. nike iphia, Pa’ m 
6670Ww and d Where to Sell | Manuseri .” Just 
H published. Full of pr a hn 
tions for the etic 
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HALF-TONES. 
EWSPAPER Bal LF-TONES. 

2x3, 75c.; 3x4, aa. $1.60. 

Delivered wh when m panies the order. 

ENOX VILLE ENGRAVING CO.. Knoxville, Tenn. 

—_ +> —_—_. 

ADVERTISING NOVELTIES. 

eago PArERoD Pocket Wales, 4x7, 1,000 for 

juding ad. “ Wear like leather.” FI re 
& SON, 5th above C hestnut, Phil 
Wr for ome ple and | prise, new lock bill 


Reac 
housewife. THE WHITEHRAD & HOAG Co., 
Newark, N.J. Branches in a’ all large cities. 
Cust advertising novelties that 


Its. 8 = mann | 
wor rk, reasor a ¥ ‘Tae paLTMons 
BADGE & NOVEL’ CO. ‘253 Broadway, N. Y. 








NEWSPAPER [R BARGAINS. 


$6,000 Se et ga eon a 


P-9 cant be Ih is post- 
ear. wher is 

a and deniree’ a hustling, teliabie man. 
This aa successful business and a fine opening. 
C.F. pac. 


$2,350, o — nable terms, will own 
Bavis a Gesirable property in Oregon. Cc. F. 


600, with about $2,600 cash, will buy a week- 
pr Proposition ayy an exceptional field 
or Cc. 
vill buy one-half interest in an Ohio d. 
and w. with abustling business 5 editor 
wanted. e opening. C. F. DAVID. 


proposition a you 
want something good, catch on q 
15,000 will buy what owner states as worth 
3m, ,000; has money enough and wishes to to retire. 
nable Any 
$26,500, on very reasonable terms, will bu: = 
afterncce. vaaily” 4 doin; VY prosperous 
4 4a ht be sold to the rahe 


Au p——- ER case. Both of these propo- 

stone in —- sipetiien-" heen 
n— 

a about — and special ne new propositions are 


DAVID, Original Broker in Newspaper- 
Ph, Abington 
SS 
FOR SALE. 


OR SALE—Bates four-wheel n ma 

chine. Perfect order, $5.50 a=. 
Box 765, Brattleboro, Vt. vt. 

ess and and eight-page Scott perfect- 


= are stereo outfit. 
Adaress TRIBUNE. ©: d, Cal. 
eons ora cylinder peri, kin b 
a . r cu Hee RICHARD nee ea. 
ly send i for i ESTON, 
167L Oliver St., 
L®& of Mulsipolay Hinciri "tec Motors for —_ 
ing presses. Sizes 244 to 20 H. Prices 0} 
spp jon. NATIONAL STAMPING AND ELEC. 
TRIC WORKS, Chicago, Il. i. 
DEMOCRATIC newspaper 27 years old, = a 
estern pewepaper town. Cireulati tion, 


easy. Add MISS 
NANNIE Re oan cH eee, ry. 
42 » 4 60 POTTER TW TWO-REV.; will print 4 
a book, joo or. aon ed ee wont RICH- 
sy 
R ESTON, 167L Oliver Bt. Bosto 
alee SALE—Old-established daily =< over 
$400 per month; yp nt | gars one, part time; 


spies lendid location and opportuni! Fullest 
ticulars by aftressing wDAL 4 OPPO! 
NITY,” Printers’ 


OE DOUBLE CYLINDER, 2.5 or ae 
os _ohace, attached; will 


3, r — Will 
in’ pe Part pepment. ket pe PRESTON, 
iene SOniver St 8t., 


strictl ladies’ addresses 
13, 000 yb -y-F Co: es of the 
adv. from on requ 4 were received and par- 
ticulars w ct, Be buys the lot. A. 
BLANCK, 74 ttle Creek, Mich. 
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ELECTROTYPE CABINETS. 
A&™ much as you want, as little as you need. 
e Leon sectional electrotype — 
net ; J section will hold 700 electros ; 
section of 10 drawers, —= 50, top $1. Also tne 
Leonard sretem os at ng *advertisin, 
LEONARD MFG. © en St., Gran 
ids, Mich, Gieuer’ e, 


SUPPLIES. 


D. WILSON PRINTING INK CO., Limited, 
e of 17 Spruce St., New York, sell more mag- 
azine cut inks than any other ink bouse in the 
trade. 
Special prices to cash buyers. 
NOT HOW CHEAP, BUT HOW GOOD. 


CONNER, FENDL ER & CO., 
PRINTERS’ W AREHOUSE. 
CYLINDER PRESSES, Job Presses, Paper Cut- 
ters, Gas Engines, Motors, Folders and Stitchers. 
EBUILT By SPECIALISTS. 
TYPE—American Point Line, Body and Set. 
PRINTERS’ MATERIAL, Small Books and Sup- 
plies. NEW AND Skconp HAND 
PROMPT and Intelligent Service, Consistent 
‘erms, Prices and Discounts. 
CONN ze. hi, INDLER &Co., 
RK CITY. 





> 
ADVERTISING MEDI A. 


10 & ee ag line for advertising in THE 
JUNIO) Bethlehem, | Pa. 

2 CENTS for 30 words 5 days. ENTERPRISE, 

Brockton, Mass. Circulation, July, 9,060. 

Ig ey GUIDE, New Market, N. J. A. 

card request will bring sample copy. 

NY person advertising in PRINTERS’ INK to 

the amount of $10 or more is entitled to re- 

ceive the paper for one year 

RY GOODS REVIEW, Chicago, goes to coun- 

try merchants. Sworn circu ation, 3,000. 
Advertising rate, $1.50 an inc inch. 


OULTRY NEWS, 25c. ye 25c. year ; ad rate 5 cents 

pr agate te line. Circulation 2,250 monthly. 
WILLIAMS & METLAR, New Brunswick, N. J. 
Cugenmiep ADS. 3 cents a line in SHARON 


ELEGRAPH. Only daily r in Sharon. 
Pa.; center of steel industry. yo.b00 people in 3 
miles radius. 





‘THE BADGER, 300 Montgomery Bidg., Mil- 
a family monthly circulation 
general, 45,000 co; ples, rate 20 cents a Shine. Forms 
close the 24th. ba 3 your agency about it. 


OWN TALK, Ashland, Oregon, has a n- 
teed circulation of 4500 copies each ie. 

Both other Ashland papers are rated at less than 

1,000 by the American Newspaper Directory. 


N1LY 50c. per line for each insertion in entire 
ae ee of} Fagg tA papers, located mostly in 

a 
UNION PRINTING co., me Vandewater St., N. Y. 


Prthen yom a4 } in the POST, It senaiene ten 
ay readers among the weal ke 
class every week. 20 cents an inch, dis- 

play see are line, reading. POST, Middleburg, 





$1 0 WILL pay for a five-line abvertiooment 
ioe weeks in 100 Illinois or Wisconsi 
weekly newspapers. CHICAGO NEWSPA PER 
UNION, 10 Spruce St., New York. Catalogue on 
application. 100,000 circulation weekly. 


DVERTISERS who wish to secure business 

from the drug and medical profession, re- 

tail and wholesale, should give the KETAIL 

DRUGGIST, of Detroit, +? fe old reliable 

drug journal,a trial. Its 1 bags speak in 
every State. 


50, 00 GUARANTEED cfreulation, 15 cents 
a line. That’s what the PATH- 
FINDER offers the advertiser the first Saturda: 
every month. Patronized by all leading mail- 
order firms. If you are advertising and do not 
know of the Y aay gy you are missing 
something good. Ask for sample and raten, 
THE PATHFINDER, Washington, D. C. 


ADVERTISEMENT CONSTRUCTORS, 


AIL-ORDER ADV’G written and lanned, 
EUGENE KATZ, TZ, Boyce Bidg., Cnieago 


a count. Get best advertisin matter, 
F. SNEERINGER, Bo: Box 171, Detroit, Mich, 


DVERTISRMENTS boon booklets, folders, writte 
and pein nted. GEO. W. WAGENSEL LLER, 
Middleburg, Pennsylvania. 


ENJAMIN SHERBOW, 3148 Euclid Avenue, 
Philadelphia. The making of the better 
sort of Business Literature exclusively. 


ENRY FERRIS, his‘ mark, 
918-920 Drexe! Building, Philade sly phia. 
Newspaper, magazine and trade paper ads, 


A DYERTISEMENTS and cuts, new daily. Re 
tailers and kers should use the best, 
Moderate prices. ART LEAGUE, New York, 


66 TACK THE JINGLER’S” best of fads 
e Is writing rhyming business ads, 
Of pith and point, for every use. 

is New York address is 10 Spruce. 


DWRITER with ability to produce strong 
= trade winning ads; experien 
in Clothing, first class salesman, open to prop 
osition. Satisfactory references. Address, 
Lock Box 817, Tecumseh, Mich. 


TS winning booklets, catalogues, maili 
prospectuses, form letters, etc., wri 
ten, illustrated, printed, rite for free booklet 
“How We H Help Advertisers.”” SNYDER, JOHN. 
SON & HINDMAN, 9% Tribune Blag., Chicago. 
66C0LD TYPE; I command thee—SPEAK»" 
“The oft spoken phrase brings world” 
wide praise. I co m Uesepcatons words and 
hrases to limber every tongu Si.up. H. D, 








RAMBLE, 131 Division Ave. Brookiys, N.Y.” 
P FRRserenT Pat) 5 ICITY, 
- “ea +Y PREPARED, 


ROVES PRoFi TABLE. 
POSTAL P ROCURES PARTICULARS. 
PERKINS, 


Atlantic Ave., Boston, Mas 
Send A. — illustrated monthly calendar, 


LOOK for clients about half way between the 
** PLODDER” and the “ PLUNGER.” There's 
a“ heap” of pe oe mn | people in that “ gap 
who know a good thing “when they see !T, and 
such often write to ask if 1 can help them “ see 
iy.” Why not YOU—sometime! Of course, not 
now—you’re far too bi but some time—eht 
No. i-x. FHANCIS I. MAULK. See below. 
DWRITERS and designers should use this 
column to increase their business. The 
price is only 10 cents a line, pons 3 e ea 
of any medium published considering circula- 
tion and influence. A number of the most suc- 
cessful adwriters have won fame and fortune 
through persistent use of this column. They 
n smail and kept at it. You way do like- 
wise. Address orders, PRINTERS" INK, 10 Spruce 
8t., New York. 


MONG OTHERS: “We'll try a month,” 

they said a year ago. I’m still writing 

their advertising. They insist upon advertising 

that educates the public to trade with them as a 

principle. Now for your business. Ask for my 

trial ternis. C. D. STONE, 8 Beacon 8t., Room 
68, Boston, Mass, 

THK NEXT TIME 


the very next time you find yourself won- 
dering if it m cht —_ you to get out — 
v 





thing new on & “ Something”), w 
no me 
Imake Catalogues. Bool Deskiots, | Trice Lists, Fold- 
d Slips, Circular 


n Series ; int, Magasine and 
Trade Journal Advertisements ; in short, Com- 
mercial Literature in all of its many ssi bilities. 

I take the entire work of all such things off 
paw he hands, including the “writing-up” of the 

subject matter, often from the very scanty mem- 
oranda of the man who actually does not know 
“ just what he does want.” When I scent possi- 
ble business in the = send by mail a gener- 
ous lot of samples ilities. A pos- 
tal card sent me in this connection is a form of 
thrift that seldom secures recognition from 

FRA py a I. MA ie 
23. 402 Sansom 8t., Philadelphia. 

















E THREE DOZEN __ DAILIES. 

THN INTELLIGENT CRITICISM. 
Lake City, Fla, Aug. 20, 1903. 
Editor of Printers’ Ink: 

In response to your invitation I sub- 
mit the following changes to your list 
of “Three Dozen Dailies’: 

The Boston Herald in place of the 
Transcript. The exclusive character 
and comparatively small circulation of 
the latter paper render it undesirable 
for a general list. No doubt exists as 
to the value of the Herald as an ad- 
vertising medium, and, indeed, many 
advertisers believe it superior to the 
Globe. However, the Boston Herald 
and Globe, the New York Herald and 
the New York American are a com- 
bination which will cover New England 
pretty thoroughly. 

The New York World should be 
withdrawn in favor of the American. 
While the latter may have no larger 
circulation, yet its distribution is bet- 
ter for the advertiser. In Connecticut 
and Rhode Island, the southern tier of 
counties in New York, the northeast 
quarter of Pennsylvania, and the south- 
ern States along the Atlantic seaboard, 
the American reaches thousands of per- 
sons who read no other large daily. 
The political views of the American 
are in a large measure responsible for 
this circumstance of circulation. 

As stated, the New England terri- 
tory being well covered, the Hartford 
Times may be dropped and the place 
given to the Syracuse Herald, with 
probably twice the circulation of the 
former. In a prosperous district, and 
without the active competition of out- 
of-town dailies, the Syracuse Herald 
: rightfully entitled to a place in the 
ist. 

The Baltimore Sun in place of the 
News. The circulation of the Sun is 
an unknown quantity, yet an inspection 
of its territory will reveal the fact 
that it does not fall far below that of 
its sprightly evening contemporary. 
The Sun is the standard of newspaper 
excellence to thousands of families. It 
is read religiously, and its contents is 
believed. Ts it wondrous that adver- 
tisers find it a most desirable medium, 
and that results justify its use? 

he New Orleans Times-Democrat 
helongs in the list, and to make room 
for it the excellent Nashville Banner 
will have to give way. The Times- 
Democrat is the metropolitan newspaper 
of the South. It refuses to give cir- 
culation figures, but those informed of 
the newspaper conditions in New Or- 
leans are satisfied that it leads in daily 
circulation, while tts Sunday edition is 
hardly less than 40,000 copies. The 
Times-Democrat is well distributed, too; 
besides Louisiana, it reaches into east- 
ern Texas, lower Mississippi and south- 
ern Alabama in large numbers. 

While not possessing the circulation 
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strength of its evening contemporaries, 
the Cincinnati Enquirer's vigorous 
character should give it a place in the 
list, instead of the Times-Star. The 
Enquirer is the dominating paper of 
that region. Its excellence and popu- 
larity enable it to charge a high sub- 
scription price. Like the Baltimore 
Sun and the Washington Star, the En- 
quirer is bought to be read, not to be 
skimmed over and quickly thrown aside. 
That is a feature as interesting to the 
advertiser as the question of circula- 
tion. The Enquirer has_ circulation, 
too, which it refuses to tell, but # is 
one of which it has no occasion to be 
ashamed. 

In view of the hostility of the labor 
unions to the Los Angeles Times, the 
Los Angeles Herald, with a somewhat 
smaller circulation, should be put In 
the list. Organized labor has declared 
its purpose of warfare against the 
Times, with a threat to include the 
advertiser who shall use that paper. As 
it is not part of an advertiser’s pro- 
gramme to become involved in a quarrel 
in which he can have no possible inter- 
est and would doubtless be put to some 
loss, it would seein better policy to 
choose the paper not engaged in strife. 

he Detroit Free Press in place of 
the 7ribune. As the Free Press is an 
old-established journal, with almost 
three times the circulation of the 77rs- 
bune, the reason for the change is ap- 
parent. 

Epwarp FITZGERALD. 
ae 8 er 
WELL, IT BRINGS RESULTS TO 
THE DIRECTORY MAN, 

We have yet to hear a single valid 
argument from the compilers of direc- 
tories giving a sane reason why the 
advertiser should take space in a di- 
rectory. Of all advertising grave- 
yards, the directory holds the largest 
number of corpses... No human being 
ever reads a directory—unless there is 
no other reading matter available and 
he must “kill time;” but the advertise- 
ment is not for such. Ninety-nine out 
of a hundred who open a directory do 
so for the specific purpose of finding 
an address; have no time to do more 
and slap the book shut and scoot, soon 
as the address is found. If your ad- 
vertisement happens to be on the page 
opposite that particular address, the 
searcher may have a momentary and 
unimpressed glimpse at it; but the 
chances against it are as one to the 
total number of pages in the directory. 
Advertising in a directory is simply 
preposterous as a business proposition. 
—The Keystone. 





“T, A. B., DECLARE my engagement to 
C. D., spinster, of this town, to be at 
an end by reason of her pawning the 
engagement ring,” is from the personal 
column of a German newspaper.—St. 
Paul Pioneer Press. 





Suitable and comretent firm wanted to contract for 300,000 to 400,000 illustrated 
Prospects for Boys’ and Gents’ Furnishing Store, specially Fall and Winter trade, about rr:22 


centimeter, 3 to 8 pages, extra fine paper or cardboard. Must be effective and samples fur- 
Offers to be sent L. S., 4120, care of RUDOLF 


nished with new ideas and lowest prices. 
Mosse, Hamburg. 
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Displayed Advertisements. 


20 cents a line; $40 a page; a5 per cent 
extra for specified position—if granted. 


Must be handed in one week in advance. 


New York Dramatic Mirror 


121 W. 42d &t., N. Y¥. ee 1879. 
Reaches weekly every manager, Tr, actress. 
theatrical employee and the great = loving 
ublic in every town having theatrical interests 
fn th e U.S. See the line o' —— h com- 
mercial advert'sements now 
Mirror. Rates and sample copies on request. 








Ripans Tabules are the best 
dyspepsia 


nited States ina single year. 
Constipation, heartburn, sick 
headache, dizziness,bad breath, 
sore throat and every iliness 
arising from a Soreapes 

stomach are relieved or cured by is Tab- 
ules. (ne will generally give relief wit in ‘twen- 
ty minutes. The five- rT package is ansueh for 

ordinary occasions. druggists sell them 








TO THE 


Evening Capital News 


Published daily, at Boise, Idaho, 
the American Newspaper Direct- 
ory for 1903 accords the largest 
circulation in Idaho. 











At /ast 

_ the Central West 

~ has an established 
high-grade magazine! 


The World To-Day 


(A name typical of its character.) 


An Illustrated Magazine of 
Information. 


Two years old. A substantial 
circulation, with 95 per cent of it 
west of the Alleghenies, 


Subse oe amg price, 25 cents per 

copy; $3.00 per year. 

Anequitable advertising rate. 
PUBLICATION OFFICES 


67 Wabash Ave., Chicago 


W.J. THOMPSON 
156 Fifth Avenue, New York City 
Eastern Representative. 


On request sample copy will 
be gladly sent. - 

















TO THE 


HARTFORD TIMES 


The American Newspaper Directory 
for 1908 accords the largest 


DAILY CIRCULATION IN CONNECTICUT 











The State, Columbia, S.C 


The American Newspaper Directory 

for 1903 gives a higher ‘circulation 

rating than is accoraed to any other 
daily published 


IN THE TWO CAROLINAS 














IN EL PASO, TEXAS. 


IN the latest issue of the Ameri- 
can Newspaper Directory the cir- 
culations of the two daily papers 
of El Paso, Texas, are rated. No 
one doubts tne accuracy of the 
Herald rating, but it has recently 
been made apparent that the 
Times rating is fraudulent.— 
PRINTERS’ INK, July 22, 1903. 








MILLIONS!! 


of dollars’ worth : 


of American goods are sold di- 
rect to merchants in BRITISH 
COLUMBIA. Do you want 
a share of this trade? 


The Colonist 


Established in 1858, 
VICTORIA, B. C. 





** Covers the entire 
province,’’ 


SusscriptTion RatTEs : 
Daily (including Sunday), 
$6.00 per year. 
Semi-Weekly, $1.00 per year. 


The Colonist Printing and 
Publishing Co., Ltd. 
VICTORIA, B. C. 
9000000000000000000000 
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You Can Reach 


Steady and Liberal Purchasers in 


Over 200,000 Religious Homes 


cheaply, easily, and well, 


PUT THEM ON YOUR LIST. 











USINESS 
RINGERS 














Age, Years. PHILADELPHIA. 
44 The Sunday-School Times 
72 The Presbyterian 
76 The Lutheran Observer 


65 The Christian Standard 
Baptist Commonwealth 
82 The Episcopal Recorder 
The Christian Instructor 
The Lutheran 9 
We Shall Be Pleased To Hear From You. 





THE RELIGIOUS PRESS ASSOCIATION, 
901-902 Witherspoon Bldg., Philad’a, Pa. 











The 
Pacific 
liomestead, 


a weekly illustrated farm paper 
published at Salem, Oregon, 


Has the Largest 
Circulation of 

any Farm Paper on 
the Pacific Coast, 


and will give a three months’ 
trial ad at the annual rate, 
which would be $2.50 per 
inch per month. 








Sh A 
WHEN 


a strong Republican two-cent 
evening paper like 


The Jersey City 


Evening Journal 


has far the largest circulation 
f in a Democratic stronghold 
that means something that 
shrewd advertisers appreciate. 








DAILY AVERAGE CIRCULATION : 


1899—14, 486. 1900—15, 106. 
1901—15,891. 1902—17,532, 


1I903—1 8,460 


A HOME, Not a Street 
Circulation. 








The Most Popular Jewish Daily. 


DAILY 

JEWISH 
Established 1887. 

Largest Circulation 


Reaches more homes than_any Jewish 
newspaper, therefore the BEST advertis- 





|| ing medium. 


|The Volksadvocat 


Weekly. 


M. & G. MINTZ, 


PROPRIETORS, 
132 Canal St., New York. 


TELEPHONE, 968 FRANKLIN. 





Circulation Books Open for Inspection. 


The only weekly promoting light and) 
knowledge among the Jews in America. 
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than all other Trenton Dailies 


Covers city and suburban field 


Logan & Cole Special Agency 








TRENTON TIMES | > resecr 


50 Per Cent That’s the position occupied 


More Circulation This einen 





combined. 


Daily Gazette 





Sworn Daily Average: 
At least 50,000 Germans 


read it daily and read noother, 





Past Months 13,682 because they cannot master 


the English language, 
Advertising rates on appli- 
thoroughly. cation. 


The Philadelphia 


Cerman Cazette, 
Tribune Building, New York, 


Tribune Building, Chicago. 924 Arch Street. 
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THE CHICAGO 
Daily Drovers Journal 


FOUNDED IN 1873 


has behind it thirty years of uninterrupted success and constant 
growth. It goes every day into the homes of over 35,000 of the 
most prosperous and progressive stockmen and farmers of the West, 
who are well-to-do, able and willing to buy. In 1g02 more than 
$321,000,000 worth of live stock was sold in the Union Stock Yards 
of Chicago, and this money went into the pockets and added to the 
profits of the readers of THE DROVERS’ JOURNAL. The circulation 
covers the Mississippi Valley States and the great West. Asa me- 
dium for advertisers of farm’ machinery and implements, land, farm 
supplies and articles for household use, THE DROVERS’ JOURNAL is 
especially valuable, as it is essentially ‘‘the farmers’ daily.’’ You 
cannot afford to overlook us if you want the farmers’ trade. Sample 
copies, rates and full particulars upon application to 


THE DROVERS’ JOURNAL, 
Union Stock Yards, ‘ : : Chicago, Il, 


AAAAAARA NAAR AAD 
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EXAMINATION OF ROWELL’S AMER- 
ICAN NEWSPAPER DIRECTORY FOR 1938 
REVEALS THE FACTS STATED BELOW. 


Nore.—Under this heading PRINTERS’ INK will 
advertise a three-line paragraph relating to the 
appropriate paper, giving it one insertion for 60 
cents—stamps in yment to accompany the 
order—or will continue it once a week for three 
months (thirteen weeks) for $7.80, from whicn 5 
per cent may be deducted for cash with order. 

CALIFORNIA. 

The Daily Examiner has a higher circulation 
rating than is accorded to any other paper in 
San Francisco or in the State of California. 

The Weekly Examiner has a higher circulation 
rating than is accorded ong oe other weekly in 

Francisco or in the State of California. 
CONNECTIC! UT. 

The Evening Post has a higher circulation 
rating than is accorded to any other paper in 
Bridgeport. 

DISTRICT OF COLUMBIA. 

The ae Magazine has a bigher circulation 
rating than is accorded to y other publi- 
oes tone a in Washington, or ys A the District 
1) 

The neal Tribune has the highest circula- 


tion rating accorded any weekly in the District 
of Columbia. 





GEORGIA. 
The Atlanta Journal has e highest daily 
circulation rating south of Baltimore, St. Louis. 
The Daily Herald has a “higher circulation 
rating than is accorded to any other paper in 
Augusta. 


ILLINOIS. 
The News has a higher circulation rating than 
is accorded to any other daily in Champaign. 
INDIANA. 
The Commercial has a higher circulation rat- 


than is accorded to any other weekly in 
Vincennes. 





IOWA. 


he News has a circulation rating four times 
higher than is accorded to any other paper in 
Newburgh. 
The Schenectady Gazette has a higher cir- 
culation > on than is accorded to any other 
paper in Schenectady, 


NORTH CAROLINA. 


The Daily Observer has _—— circulation 
rati than is na eg per in 
Charlotte or daily in the State oe forth Gam olina. 

OHIO. 


The Herald has a higher circulation rating 
is accorded to any other paper in Eaton. 


The eae News has a higher circulation rating 
than is accorded to any other paper in Mansfield. 


The Daily Vindicator has a higher circulation 
une than - accorded to any other paper in 
wn. 





PENNSYLVANIA. 
The Leader has a higher c tion rati 
than is accorded to any other paper in Allentown. 


The Local News hasa higher circulation ratin 
|, accorded toany other paper in W 
r. 


TENNESSEE. 
The Commercial-Appeal has a higher circu 
lation rating than is accorded to any other daily 
in Memphis or in the State of Tennessee. 


The Weekly Commercial-Appeal has a higher 
circulation rating than is accorded to any other 
paper in Memphis or in the State of Tennessee. 


“TEXAS. 
In the latest issue of the American Newspaper 
Directory the circulations of the two daily 
rs of Kl Paso, Te: are rated. No one doubts 
pd a =, of the Herald mee but 1t has re- 
ly been made apparent that the Times rating 
is aha Ly —PRINTERS’ INK, July 22, 1908. 


The Tribune has a higher circulation rating 
than is accorded toany other paper in Galveston. 


The Weekly Sentinel has a higher circulation 
rating than is accorded to any other paper in 
Nacogdoches. 


WASHINGTON. 
The Sunday Ledger and the Weekly Sotper tere 
higher circulation ratings than are accorded to 
any other papers in Tacoma. 


The Union has a higher circulation Tying 
teen Wy accorded to any other daily in W 


WEST VIRGINIA. 
oo Mail has a h‘gher circulation rating t 
is accorded to any other her daily in Charleston. 


MANITOBA. 
In my and the Canadian Northwest the 
\ aa Pree frase and the Free Press Evening 


a higher circulation rating 





* Christian Home has a higher circulati 
than is accorded to any other weekly 
me Council Buffs. 

The Catholic Tribune has a higber circulation 
rating than is accorded to any other weekly in 
Dubuque. 

MASSACHUSETTS. 
The Daily Transcript has a higher circulation 
ing than is accorded to any other paper in 
orth Adams. 
NEW JERSEY. 

The Evening Journal has a higher circulation 
rating than is accorded to any other paper in 
Jersey City. 

NEW YORK. 

The Evening Herald a a higher circulation 
rating than is accorded to any other paper in 
Binghamton. 

The Sunday C Courier has a higher circulation 
rating than accorded to any other Sunday 
paper in Buffalo. 

The yay Star ‘has @ hig 4 —— circulation rat- 
ins the than i any other daily in 

The Daily News has a 


circulation rating 
than is accorded to any paper in Ithaca. 


than is accorded to all the — daily f 4 
combined, and the Weekly Free 





ae mn than is ded yo any other 
eekly. otk ey 
ae 

The Daily Tyee Press has circulation 

rating than is accorded to. any other paper in 


London. 


PRINCE EDWARD ISLAND. 
The pny & Guardian has a higher circulation 
——*> accorded to any other paper in 
Charlottetown. 


—— +e) 

Tue leading clothing house in Sixth 
avenue is pleasing mothers and winning 
their custom by inserting in the pocket 
of each pair of boys’ trousers a piece 
of the cloth six inches square for mak- 
ing a patch when the inevitable rene 
or hole appears. A rival house, learn- 
ing this, slips into the pocket a piece 4 
paper bearing this statement: “We d 
not give cloth for patches, as our clothe 
never tear or become threadbare.”—The 
New York Press. 
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The Herald’s First Two Years. 








At COMPARATIVE STATEMENT 


Showing the Steady Growth of 


THE TOPEKA 
DAILY HERALD 


Below is a comparative statement of the circulation of 
THE HERALD for the first two years of its existence. 
The fi show steady and persistent gains, and war- 
rant the belief held by its publishers when it was started 
that there was a field for such a 7. 

The actual number of copies of THE HERALD printed, 
sold and circulated daily averages as follows : 





FIRST YEAR. SECOND YEAR. 
July, RES 4,062 July, 1902.......... 6,181 
MN St * essdenaeg 3,876 ella adie cee ee eo 6,401 
MES seevsseced 4,419 B. . cacseasesd 6,760 
gerne 4,502 WRG. fb ansteiacet 7,050 
Ms: - =. wenseecced 4,703 RE. “scseecneed 7,241 
Dec. we i odeaaeds 5,144 Dec. ehh caress 7,461 
Jan., 1902.......... 5,216 Jan., 1903......... 7,651 
Feb. a Sachin ee 5,359 Feb. abl reece. 7,714 
ee ee 5,642 ede 7,786 
eee ee... necoonien 7,802 
May me scouted 5,908 May ee ne 7,894 
June PF ndvctoeaae 6,035 June 7 ..:cehemeel 8,006 

DELL KEIZER, 
Manager. 
Subscribed and sworn to before me, this 2d day of 
April, 1903. A. A. Masors, Notary Public. 


(My commission expires April 4, 1906.) 
THE HERALD PUBLISHING COoO., 
TOPEKA, KANSAS. 


Vreeland-Benjamin Agency, 


150 Nassau Street, Tribune Building, 
New York. =—— Chicago, Ill. 


Representatives for Foreign Advertising. 
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My Silent Worker 


BuTTE, MONTANA, Aug. 12, 1903. 
PRINTERS INK JONSON, 
New York, N. Y. 
DEAR SIR :— 

Your welcome letter of August 7th at hand, and I am 
glad to hear from you, I also received your catalogue some 
days ago and have saved it for future reference. 

I have not been in business for myself, but am working 
at my trade (pressman). 
I had Mr. H. Rosenweig of the JoURNAL order a 100 
Ib. keg of your news ink while I was there, which I was 
well satisfied with. I have severed my connections with 
that office and am now working at the Miner Pub. Co. I 
find we have enough job inks in stock for many moons to 
come, but there may be a chance to sel] them some poster 
black. They have always used the web press inks for that 
work, so I cannot promise you an order yet. I think I was 
the first pressman in this city to order any of your ink, and 
Iam satisfied that the JouRNAL will use your news inks 
in the future, for which I think I am due thecredit. I am 
always glad to hear from you and receive your price lists, 
etc., and 1 hope to make more friends for you here in the 
future. 
I remain as ever, 
Very respectfully, 
F, M. O'Leary. 


Many of my customers came to me through 
recommendations from pressmen who had used 
my inks while working in other establishments, and 
who knew their good qualities. When my goods 
are not found as represented I don’t accuse the 
printer of not knowing his business, or claim that 
the machinery or rollers are not in good condition. 
I simply refund the money along with the cost of 
transportation. This diplomacy has gained friends 
for me among the workmen, and they leave no 
stone unturned to throw orders my way. 

Send for my new book containing valuable 
hints for relieving troubles in the press-room. 

Compare my prices with those charged by my 
competitors, and then figure the enormous rate of 
interest you have been paying for the thirty or 
sixty days’ time granted you to pay the bill. 


Address, PRINTERS INK JONSON, 
17 Spruce Street, New York. 


- 


‘ 
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Three Dozen Dailies, 


8 
Whoever thinks he can improve this list without increasing the number of rs is uest- 
[ea to write a letter giving his views and opinions. — a ] 


NEW YORK HERALD—(Morning and Sunday) 
TIMES—(Morning and Sunday) 
WORLD—(Morning, Evening and Sunday) 

BROOKLYN EAGLE—(Evening and Sunday) 

ROCHESTER DEM. & CHRONICLE—(Morning and Sunday) 

BUFFALO NEWS—(Evening and Sunday) 

NEWARK NEWS—(Evening and Sunday) 

PHILADELPHIA RECORD—(Morning and Sunday) 

BULLETIN—(Evening) 

HARTFORD TIMES—(Evening) 

BOSTON GLOBE—(Morning, Evening and Sunday) 

TRANSCRIPT_-(Evening) 

BALTIMORE NEWS—(Evening) 

WASHINGTON STAR—(Evening) 

ATLANTA JOURNAL—(Evening and Sunday) 

MEMPHIS COMMERCIAL APPEAL—(Morning and Sunday) 

NASHVILLE BANNER—(Evening) 

CINCINNATI TIMES-STAR—(Evening) 

CLEVELAND PRESS—(Evening) 

PITTSBURG PRESS—(Evening and Sunday) 

DETROIT TRIBUNE—(M’ng except S’y); NEWS—(Ev’ning) 

CHICAGO NEWS—(Evening) 

RECORD-HERALD—(Morning and Sunday) 
TRIBUNE—(Morning and Sunday) 

ST. PAUL DISPATCH—(Evening) 

MINNEAPOLIS TRIBUNE—(Morning, Evening and Sunday) 

PORTLAND CREGONIAN—(Morning and Sunday) 

SEATTLE TIMES—(Evening and Sunday) 

SAN FRANCISCO EXAMINER—(Morning and Sunday) 

CALL—(Morning and Sunday) 

LOS ANGELES TIMES—(Morning and Sunday) 

KANSAS C!ITY STAR—(Evening and Sunday morning 

INDIANAPOLIS NEWS—(Evening) 

ST. LOUIS GLOBE-DEMOCRAT—(Morning and Sunday) 

LOUISVILLE COURIER-JOURNAL—(Morning and Sunday) 

DENVER POST—(Evening and Sunday) 


GEO. P. ROWELL & CO., Advertising nts, recommend advertisers to use 
the daily papers and believe the list named above is as good a selection, so far as 
it goes, as can be made. 

To illustrate the cost it may be stated that a twenty-four word ‘“‘ Want.” ad- 
vertisement inserted five times in all the papers catalogued above would cost 
something more than $50. An ordinary 10-line advertisement, for a single inser- 
tion, would also cost something more than the sum named, even if continued 
every day forayear. A space three inches cingle column, in this small list of 
papers, would cost fully $50,000 for one year’s insertion. This goes to show that 
aonreee is aot cheap; still old advertisers know that the best papers are the 

ea pes’ r all. 

GEO. P. ROWELL & CO. are glai to quote rates and receive and forward 
advertisements for the papers named above and for all leading newspapers and 
magazines. Orrtces, No. 10 SPRUCE S8T., NEW YORK. 














